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Consists of: 








eye of every customer. 


WOOSTER BRUSH VARIETY 


Your Wooster Brush stock arranged to meet the 


Stock Balanced to meet Popular Demand. 


Replacements from open stock at no increase 


VENDER No. 75 


All metal construction. Holds seven popularly-priced Woos- 
ter Foss-Set numbers. 














TOTAL: 133 PIECES 
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SOFTIP NYLON VARNISH BRUSH VENDER 









Consists of: . 
Quantity Size Type of Brush 
3 1/,"* "Softip’’ Varnish 
3 % "Softip'’ Varnish 
2 2," "'Softip'’ Varnish 
2 tg "Softip'’ Varnish 
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NYLON WALL BRUSH VENDER 










Quantity Size Type of Brush 
3 3” "Easyflo" Wall 
3 3'/,"" "Easyflo" Wall 
3 4" ""Easyflo" Wali 








TOTAL: 9 BRUSHES 


THE WOOSTER BRUSH COMPANY - WOOSTER + OHIO 


ASE 
USE m ant BRUSH MANUFACTURERS SINCE 1851 


i. 2 


iF 


WORTH PAINTING 


Quantity Size Type of Brush 
WOOSTER WALL SAMPLER No. 40 7 " FONG Vernish 
ici . : 6 1/7," NG Varnish 
Double-faced swinging panel attaches to vertical shelving or 4 : 
wall. Heavy gauge metal holds the following 109 pure bristle H 2/,"" Lsioce 4 be 
brushes: 4 p No. 500 Wall 
Consists of: 4 31/,"" No. 750 Wall 
Quan- Quan- 4 4" No. 1000 Wall 
tity Size Type of Brush tity Size Type of Brush TOTAL: 36 BRUSHES 
3 55 EX.SHASTA 6 2" = TOPPY Varnish 
Varnish 6 1'2"" TOPPY Varnish 
3 44 EX.SHASTA 6 ib TOPPY Varnish 
Varnish 6 1%," LINDBECKDOUBLE 
4 33 EX. SHASTA Anglar Sash 
6 IY FOX Flat Sash na" SACK Wall 
“es at Sash 3 4" A a ; y DUP > 
3 22 EX.SHASTA 3 31," JACK Wall Woe. 177 PURE BRISTLE 
Varnish 3 4" FAD Wall VARNISH BRUSH VENDER 
3 : i FONG Varnish 3 3'/."" FAD Wall Cénitete of 
5 2," FONGVarnish 3 4" 0. 1000 Wall ereenre ots 
4 FA po ase 4 Varnish 3 3!/,"" oe 750 ba " Quantity Size Type of Brush 
NG Varnish 3 - NLIWON Wa " i 
3 1 FONG Varnish 3 4 ~~ ONLIWON Wall $y TOPPY Varun 
6 2" FOLLY Varnish 3 3" ONLIWON Wall 6 i TOPPY Varnish 
6 11" FOLLY Varnish . a FOLLY Varnish 
6 id FOLLY Varnish 6 1'/"" FOLLY Varnish 
24 packages Brush Cleaner by Wooster 6 Y FOLLY Varnish 


TOTAL: 36 BRUSHES 


Consists of: 
Quantity Size 


4 3" 
4 3," 
4 4" 


co. 179 PURE BRISTLE 
WALL BRUSH VENDER 


Type of Brush 
ONLIWON 


Wall 
ONLIWON 
Wall 
ONLIWON 
Wall 


TOTAL: 12 BRUSHES 


FOSS-SET 
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NYLON 


Wooster Leadership Builds Dealership 


WOOSTER BRUSHES 


IT’S WORTH A WOOSTER BRUSH 
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Information about what 
YALE & TOWNE is doing 
to help YALE dealers 
make more money 





COLORFUL DISPLAY FEATURES YALE’S 
NEW PROMOTION ON CABINET LOCKS 


The latest evidence of YALE & TOWNE’S 
progressive merchandising philoso- 
phy is the “Cabinet Lock Circus,” 
another in the series of regular “‘pack- 
aged promotions” instituted early 
this year. 

Behind each of 
its major product 
classifications, 
YALE & TOWNE in- 
tends to put the 
combined effort 
of striking na- 
tional advertis- 
ing, modern 
packaging and 
efficient product 





Raymond K. Watkins 
display. 


In this instance, a group of cabinet 
locks is packaged, with the display 
piece, in a single shipping carton. It 
is suggested that the display be put up 
—preferably on a counter—at the 
same time that a special YALE ad on 
cabinet locks appears in THE SATUR- 
DAY EVENING POST. 


“Good timing is an essential ele- 
ment in good merchandising,” says 
Raymond K. Watkins, Trade Sales 
Manager of YALE & TOWNE. “We are 
scheduling our ‘packaged promotions’ 
on an every-other-month basis, which 
we have found to be just the right 
frequency for a product of our type in 
hardware stores. 


“By announcing our national ad- 
vertising to the trade a month or more 
in advance, the dealer has an oppor- 
tunity to stock up in readiness for the 
consumer demand. For maximum con- 
yenience—and maximum turnover, 
too—the assortment has been care- 
fully selected and the items are pack- 
aged with a display piece which calls 
attention to these best-sellers.” 


Speaking of the dealers’ response 
to the “packaged promotions” which 
have already taken place this year, 
Mr. Watkins reports: ‘““We are de- 
lighted with the results—and the 
dealers tell us they’re delighted, too.” 


Dealers’ Comments Give Help in Shaping Cabinet Lock Display 


YALE & TOWNE’s policy of checking 
carefully with dealers to get their re- 
action to various promotional activi- 
ties pays off in the form of progres- 
sively more effective displays. 

The product display featured in the 
“Cabinet Lock Circus” gives promi- 
nence to YALE’s most popular cabinet 
locks. 


A cabinet lock for every cabinet—and 
pocketbook, too...is the “theme song” 
of YALE & TOWNE’s new “Cabinet Lock 
Circus.” 

Featured in the assortment and 
given prominence in the counter dis- 
play is the clever “3-Way” Cabinet 
Lock, a YALE exclusive. 

Each ‘‘3-Way” lock can be applied 
in either of three positions—as a 
drawer lock or, by a slight adjust- 
ment, as a right-hand or left-hand 
cupboard lock. 

The 5591 Pin-Tumbler Brass 
Drawer Lock is changed to right- or 
left-hand cupboard lock by releasing 
a catch and rotating a cylinder. It has 
a heavy deadbolt witha 5/16 in. throw. 

The 4651 Disc-Tumbler Cadmium- 
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CRAWEK 100% 


“3-Way” Cabinet Lock Gets Top Billing in New Promotion 


Plated Drawer Lock is changed to a 

right- or left-hand cupboard lock by 

removing a screw and — a plug. 
a 


It has a die-cast deadbolt, wit 4 in. 


throw. 


Reduces Inventory 


This “3-Way” lock not only provides 
convenience to the user (who some- 
times forgets which position he should 
have), but it also serves to reduce in- 
ventory, for the dealer, being able to 
fill any order with the same lock, can 
get along with a smaller quantity. 


Other locks included in the ‘‘Cab- 
inet Lock Circus” are the 9402 Disc- 
Tumbler Drawer Lock —5/16 in. 
throw; 9660 Disc-Tumbler Drawer 
Lock—% in. throw; 9780 Disc-Tum- 


SEESLO 


( Printed in U. 8. A.) $1.00 per year. 





Entered as sccond class matter March 24, 1933, 
Single copies, 25¢ each Val 1. 


bler Wardrobe Lock—%{ in. throw. 

The complete assortment: 

One “Cabinet Lock Circus”’ display 

Three 5591 “3-Way” Cabinet Locks 

Three 4651 “3-Way” Cabinet Locks 

Six 9402 Drawer Locks 

Six 9660 Drawer Locks 

Six 9780 Wardrobe Locks 


Ancient and Modern Locks 
Compared in Yale ‘‘Post”’ Ads 


One of the most 
fascinating locks 
of the Middle 
Ages is one which 
depended for its 
security not on 
the lock itself, 
which one may 
suppose a skilled 
thief could open, 
but on what lay 
inside. The thief 
opening the lid 
discovered an 
empty tray pierced 
with several holes 
through which it 
was natural to 
thrust his fingers 
in order to lift 
this last obstacle. 
Without warning, 
a —— snapped shut on the fingers 
and he was trapped, fastened to the 
chest (which was bolted to the floor) 
and unable to escape without leaving 
several fingers behind. 

This lock is effectively contrasted 
with a modern YALE Cabinet Lock in 
the new YALE ad scheduled for the 
July 15 issue of THE SATURDAY EVE- 
NING POST. 
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Make new sales records— 
write new sales history 


ow LOSCO 


rHt 


High Chair- 
Youth Chair 
Promotion 


Never in the histo-y of the industry has there 
been anything even approaching this great, 
nation-wide promotion for COSCO High 
Chairs and Youth Chairs. Push your profits 





oMolsMelletilul-Mualle lites ollelsMuloho aio ololaila] Lehi) 
in this history-making event by featuring 
these two great COSCO products all 
talgelele laMmesy-J oh i-Tiil ol-1al Oldie) ol-1amm ©] aol -Tamm Zell] e 





stock requirements now. 


Full pages in The Post and 
Woman’s Home Companion 


More than 8,000,000, 


full-page, two-color mes- 





sages to bring customers 
into your store asking for 
SON SOR ae mule mello 
Youth Chairs. See this 


powerful, sales-making 





advertisement in the September 9 Saturday 
Evening Post and the September Woman's Right: Model 14-A COSCO Upholstered Youth Chair. 


Seat 21” high; tubular steel construction; all edges 







Home Companion—call it to the attention 
of every customer. rounded. Sparkling chromium finish; seat and back Duran- 
upholstered—red, black, blue or yellow. Also the all- 


FREE, profit-proved sales enamel Model 14-8. 


‘aids for you 


A complete assortment of 
sales aids, all keyed to 
the national campaign 
and identifying your stove 
as CQSCO High Chair 
and Youth Chair head- 


quarters. Includes news- 





paper mats, radio copy, 
product mats and photos and copy slants. 
Also four-color statement enclosures ($2.25 


per thousand imprinted). Order the sales 
left: Model 10-A COSCO Upholstered 


High Chair. Chromium plated, steel tray, re- 
movable with one hand, is standard table 
height (29 2”). Gleaming chromium finish, with 
Duran-upholstered seat, 2212” high, and 
back in red, blue or yellow. Also the all- 
enamel Model 10-8, 


folTo Re ZeltMal-1-To Ml sloha] 


Life-size displays for 
window and floor 


Stop every shopper by planning window 
and floor displays of COSCO High Chairs 
and Youth Chairs. Colorful, cut-out figures 


and ''spotties’ for use with actual chairs 


Household Stools, Chairs and Utility Tables 


Made By 
HAMILTON MANUFACTURING CORPORATION 
COLUMBUS, INDIANA 


olg-Men Zeolite} e)(-s 


Send today for complete brochure giv- 
ing full details on entire campaign. 
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"SASH °CHAIN 


Not all sash chain is used to hang sash weights, but 
that’s how it got its name. It has a thousand other uses. 





Well, a couple of hundred, anyway. 






When you make it like AMERICAN CHAIN does—of Bronze, 
Carbon Steel, Stainless Steel, Monel Metal and Brass and in 
tensile strengths from 350 to 900 pounds—you’re bound to 

have a type of chain with a pretty wide range of usefulness. 









Of course, Sash Chain isn’t good for every chain need. 
So your AMERICAN CHAIN distributor also 
offers you other weldless chains made of wire, electric 
welded and forge welded chain, a complete line 
of fittings, attachments and assemblies, 
cotter pins, hooks, repair links. 








That’s one of the reasons it pays to... 







SELL AMERICAN-—THE COMPLETE CHAIN LINE \ 









. co York, Pa., Atlanta, Chicago, Denver, Detroit, Los Angeles, New York, 
Philadelphia, Pittsburgh, Portland, San Francisco, Bridgeport, Conn. IM Ep 
ee 4 










es AMERICAN CHAIN DIVISION : : 
AMERICAN CHAIN & CABLE ra Vv 


& 
) 
= In Business for Your Safety 
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Korea Poses Problem 
For Hardware Dealers 


HE Korean crisis is posing a whole new set of 

problems for the hardware dealer. The serious- 
ness of the developments in Korea cannot be mini- 
mized. They centain all the elements of a very 
explosive mixture. 

Yet many competent observers feel that Russia 
is not yet prepared for another world war. The 
Korean situation may be another attempt at dom- 
imation by bluff, they feel, a technique so success- 
fully used by Russia in the past. But this time 
the bluff has been called and no one can predict 
the outcome with assurance. 

This leaves the hardware merchant with the 
difficult task of determining a course of action 
in buying stock. Despite vivid memories of the 
merchandise scarcities of World War II, it would 
be inadvisable at this point to embark on any wild 
buying spree. 

A widespread trend of this nature would in- 
evitably have three unfortunate consequences: 
Higher prices, artificial shortages, and govern- 
ment control of distribution. If, and this must be 
reckoned as a possibility, the Korean challenge 
should turn out to be a bluff, dealers and whole- 
salers could find themselves loaded with merchan- 
dise of all types at high prices, and facing a normal 
market, if they indulge in excessive buying now. 

The wisest course, for the short term picture, 
would seem to be to increase inventory holdings, 
especially in fast moving merchandise, and to ex- 
pand purchases of futures. 

For the long term view, the dealer can expect 
steadily rising prices. The Korean explosion has 
wiped out all remaining hopes for tax reductions. 
Defense activities will most likely move at a faster 
pace, causing still greater inflationary pressures. 
It all adds up to high employment, high wages 
and high prices. When defense needs will begin 
to press on civilian needs will depend entirely on 
how the Korean situation develops over the next 
faw weeks. 

Manufacturers have a particularly vital respon- 
sibility in the days ahead in avoiding price in- 
creases based on demand alone. They must make 
special efforts to keep the trade advised of changes 


HARDWARE AGE, JULY 13, 1950 


| Just Among Ouseloes 


Informal Editorial Comments 





in conditions and they must be alert to kill false 
rumors. 

It will require great statesmanship and sound 
business sense to carry through the next few weeks 
to prevent buying waves based on hysteria from 
demoralizing the normal channels of distribution. 





Do You Get Your Share 
Of Power Tool Sales? 


OWER tools are a natural line for a hardware 

store—they belong there. The trend of power 
tool sales in the post war period has been steadily 
upward, and the peak has not yet been reached. 
In fact the potential of this market is not fully 
realized by many dealers. 

When we talk, as we have in the past, of the 
desirability of putting emphasis on power tool 
sales, some dealers have suspected us of doing a 
little dreaming. But the sales volume that many 
dealers have developed in power tools is. certainly 
no dream. A survey by HARDWARE AGE showed 
an average annual volume of $12,000 for 172 typi- 
cal dealers. Why then, is there this contrast in 
experience? 

Our personal observations, of many dealers is 
that failure to develop good volume in power tools 
can be traced to lack of promotion and lack of 
demonstration. You can’t put power tools on the 
floor and expect them to sell themselves. They 
certainly are not impulse items, the eost takes 
them out of that class. 

On the other hand the average power tool is 
simply loaded with selling angles, especially the 
all-important ones of saving labor and saving 
money. To capitalize on these selling points 
requires demonstration. And demonstration, to be 
profitable, must be preceded by promotion. 

Demonstrations need not be expensive nor need 
they be continuous. Many successful, proven tech- 
niques for demonstrating and promoting power 
tools have been described in the editorial pages 
of HARDWARE AGE. If you’ve missed these articles, 
we'll be glad to tell you when they appeared or 
send you clippings. 

An especially attractive feature of power tool 
sales is that they build profitable repeat visits by 
the customer, as he seeks accessories and supplies. 








These auxiliary sales are fast developing into an 
especially worthwhile field for the aggressive 
dealer. One dealer told us recently that sales of 
accessories and supplies in his store are running 
at 50 pct of the new tool sales. Another reported 
40 pet. 

The boom in home building promises a continu- 
ally swelling source of new customers, and national 
advertising campaigns by the manufacturers are 
helping to presell your prospects. 

The average dealer can substantially boost his 
volume of power tool sales if he follows these three 
key steps: Display, promote and demonstrate. 

Manufacturers of supplies and accessories can 
also contribute to a greater sales volume in these 
lines by permitting the dealer a larger mark-up. 
Unfortunately the dealer mark-up on many items 
of this type is not quite up to the level of the 
average hardware item. And being largely small 
unit sales, these items require a larger margin to 
encourage the dealer to greater efforts in pushing 
them and to aid in defraying promotion costs. 





“Farmers’ Markets” 
—Another Headache 


T apparently isn’t enough that a dealer is 

plagued with high taxes, high overhead, the 
the co-ops and the chains. Now he has to face 
another problem .. . competition from the so- 
called farmers’ markets. 

These markets, which have no resemblance to 
a true farmers’ market, are especially strong in 
the east and are still expanding. One such market 
in New York state, operating two nights a week, 
does a $25,000 business each week, according to 
competent observers. These sales, which are 
drained off normal] retail channels, consist very 
largely of distress and surplus material. 

A typical market of this type will be set up 
some distance from town, in an open field, or per- 
haps an abandoned airport. Perhaps a few tents 
will be erected. Numerous tarp shelters will be 
thrown up. The “merchants” drive up with mer- 
chandise in the back of the car, or in a truck, and 
back up to the shelters. As many as 250 tables 
will be set up to hold the goods and the “mer- 
chant” will start hawking them after the fashion 
of a sideshow barker. 

Hardware lines figure very prominently in 
these markets. While the bulk of the material is 
not good, clean goods, some top quality items do 
turn up on the tables at prices substantially be- 
low the price of an established dealer. 

Experience has shown that these markets do 
hurt the established retailer. And the tragedy of 
the situation is that despite the efforts that are 
being made, in many states there are no legal 
means of closing these markets. 

While price levels are low at these markets, 
the buyer has no recourse for defective goods. 
He is stripped of the service and guarantees of 
the established merchant. These markets do not 
carry their share of the community costs. They 
contribute nothing to the civic and business life 
of a town. But they do appeal to a class of buyers 
who want what they think are “bargains.” People 
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who think that an atmosphere of noise, dirt and 
sloppy display must indicate low prices. 

If these markets have not yet hit your com- 
munity, it would be wise to anticipate them. If 
you have them already, there appears to be little 
you can do, in most states, except spur the local 
agencies to make certain that all the local ordi- 
nances are complied with, and to make certain 
your customers know exactly the nature of these 
markets. Perhaps a little local explaining of the 
nature of these establishments and their negative 
contributions to the community would help. In 
the meantime, if you do know of an effective 
means of dealing with such enterprises, there are 
at least five communities in New York and New 
Jersey that would like to hear about it. 





How Hardware Dealers 
Do Their Advertising 


HE value of advertising as a selling tool has 

been proved many, many times, but, as with any 
selling aid, it must be used intelligently if its full 
value is to be realized. 

While many hardware dealers do an effective 
advertising job, too many dealers are still not 
taking advantage of the opportunity for increas- 
ing sales presented by a good advertising and pro- 
motion program. 

We are often asked by dealers, in discussing ad- 
vertising programs, such questions as: what 
mediums do most dealers use? How much do they 
budget for advertising? What is their experience 
with wholesalers’ consumer catalogs? 

To answer these questions briefly and accurate- 
ly, HARDWARE AGE studied the advertising and 
promotion practices of 600 typical dealers. The 
results of this study are published in this issue 
beginning on page 27. 

While the advertising problems of each dealer 
differs in some detail from his neighbor, the 
figures given in this article can serve as a rough 
yardstick for comparing your practice with the 
average for the 600 dealers. 

An interesting point emphasized by the article 
is that while some dealers are very advertising 
conscious and do a good job in newspapers, direct 
mail, and even on the radio, too many dealers per- 
sist in “playing” with advertising. They have no 
program. They’re in and out. 

They ignore the fact that to obtain full value 
for the dollar spent, experience proves that a long, 
steady, hard hitting program is required. You 
must set up an organized plan based on long term 
goals, and keep at it. 

If you study the chains, and Sears and Wards, 
you'll find them doing a steady, year-in and year- 
out promotional job in newspapers and direct mail. 

And, while speaking of advertising, nothing 
advertises a store’s character so emvhatically as 
the appearance of its salespeople. Alert, neatly 
dressed salesmen, with a knowledge of the mer- 
chandise, can work wonders in creating a pleas- 
ant shopping atmosphere. The use of store coats 
is inexpensive and neat; and while open collars 
may have a place at the beach, they have no place 
in the selling area of a hardware store. 
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Exclusive Duo-Therm Equa- 
flame Burner—burns any 
type gas with high efficiency! 
Fully Vented! Exclusive 
Duo-Therm Flexible Draft 
Diverter makes neater in- 
stallation. 

New, compact contour styl- 
ing! Two beautiful designs! 


New, lower prices! 


New, beautiful Sunglow fin- 
ish! Easy to keep clean. 


New capacities! Choice of 
23,000 or 33,000 BTU in- 


AGA Approved! 


Duo-Therm’s done it again! In 1949 the show 
stoppers in gas home heaters were Duo-Therm 
“period” furniture styled consoles. This year we’ve 
got another winner in the new Mayfair Models! 
They’re built to Duo-Therm performance stand- 
ards! They have the exclusive features that spell 
warmly satisfied customers. They’re so beautiful, 


they’re breath-taking. 


The New Duo-Therm MAYFAIR with 
RADIANT FRONT. Brilliantly designed to 
pms. give that ‘friendly fireplace feeling.” 
Chrome trim adds smartness. 


gas home heaters 





The New Duo-Therm MAYFAIR with 
LOUVERED FRONT. Its clean, uncluttered 
lines and superb Sunglow finish add new 
beauty to any home. 


That’s why you'll want to sell em when you see 
’em. At the Furniture Show, we'll be in Space 517. 
But your Duo-Therm distributor will jump at the 
chance to show you the Duo-Therm Gas Home 
Heater line for ’"50—any time! 

Or you may obtain complete specifications by 
writing: Duo-Therm, Div. of Motor Wheel Corp., 
Lansing 3, Michigan. 





~NEW! the sensational Duo-Therm line 


NOW! a complete line of Duo-Therm gas home heaters 


ern blond. Capacities for 3 to 5 


The New Blond Hepplewhite. A “period”’ 
furniture styled gas console of dis- 
tinguished beauty, finished in trim, mod- 





Automatic Power-Air Blower optional. 
All-in-One Control with fully-automatic 
positive action safety shutoff standard. 
Thermostat with exclusive Duo-Therm 
Comfort Selector optional. 
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The Handsome Chippendale. A_ sensa- ae oe 
tional seller in’49. Finished in gleaming = [>> 3s 


walnut. Choice of capacities for keeping — FA 
3 to 5 rooms wonderfully warm. Auto- | {f 4 (% 
matic Power-Air Blower optional. All- O24 vf 
in-One Control with fully-automatic, nN 
positive action safety shutoff standard. |! 4 v) 

| ay 4 


Thermostat with exclusive Duo-Therm | — "= ais 
Comfort Selector optional. See 


Duo -TH ERM The new standard in gas home heaters 


Duo-Therm is a registered trade mark of the Motor Whee! Corp., Copyright, 1950 
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Korea Outcome Anybody’s Guess; 
Effect Is Everybody's Problem 


The conflict in Korea, at this writing, is as un- 
predictable in outcome as in its effect upon busi- 
ness. It may mark only one-time military inter- 
vention but it may also indicate marked changes 
in American foreign policies leading to more ac- 
tive opposition to communism in today’s troubled 
areas. 

It’s not possible now to post warnings for busi- 
ness men around which to chart courses. It is 
necessary that hardware dealers follow events 
closely as they develop and make their own de- 
cisions in the light of unfolding trends. 

Straws in the wind, regardless of which way 
the wind will blow, make it certain that all busi- 
ness men will be affected in many ways—perhaps 
inventory shortages and controlled distribution ; 
perhaps rising prices. 

Already, a one-year strengthened draft act ex- 
tension is on the law books, including the pro- 
visions authorizing the President to allocate steel 
for military use and to seize plants if necessary. 


OUTLOOK: A higher rate of expendi- 
tures for defense purposes this year, for 
both U. S. and foreign forces. Even if 
additional funds are not appropriated, 
existing appropriations will be spent 
faster. Industrial mobilization legisla- 
tion, calling for controls of all types, is 
being kept up-to-date at the National Se- 
curity Resources Board. Large-scale 
equipment orders can be activated im- 
& mediately if the need arises. Stockpile 
objectives are being reviewed by the 
Munitions Board. There will be renewed 
pressure for more steel capacity and sub- 
sidies for domestic metals mines. Tax 
cuts may go down the drain. Inflationary 
pressures will mount and higher wages 
and prices are in prospect. Politically, 
Republican chances for capturing con- 
trol of Congress this fall may go either 
way, depending on public assessment of 
the international situation and where 





ashington 
NEWS and VIEWS 


By Washington Bureau of 
HARDWARE AGE 


responsibility for the present state of 
affairs is fixed. 


Chances for Tax Relief Revived 
By Change in Senate Sentiment 


Chances for excise relief this year have im- 
proved tremendously during the past few weeks. 
It’s now beginning to look as though the retail 
trades can anticipate reductions in the war-time 
rates by September or October. 

The tax-writing members of the Senate are 
virtually in unanimous agreement that the public 
is now entitled to this long-overdue relief. But 
they are knee-deep in an argument as to whether 
or not corporation taxes should be raised—and, 
if so, how much. 

Late last month, the House put its stamp of 
approval on legislation cutting down the Federal 
Government’s “take” in excises by slightly over 
$1 billion. At the same time, the lower chamber 
voted to close some existing “loopholes” and to 
raise $433 million annually in new corporate 
taxes. No action was taken on proposals requir- 
ing co-operatives to start paying taxes. 


OUTLOOK: You can now look forward 
with reasonable assurance to some 

kind of tax relief late this year—barring 
4 another war or a major national emer- 





gency. Congress has now put itself in 
a position where, in an election year, it 
can no longer afford to talk lower taxes 
without acting. 


Truman's Small Business Plans 
Bog Down in Senate Committee 


As we reported earlier in this column, Presi- 
dent Truman’s program of election-year “aid” 
to small business isn’t going to get anywhere in 
1950. 

The latest indication that the program had 
flopped even before it got started came week be- 

(Continued on page 64) 
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| FREE 


New ARISTO-MAT 


Display Merchandiser —_ 


WILL TRIPLE 
YOUR PROFITS 


Now...get more ARISTO-MAT sales with 
the new PD-1 display merchandiser. Stur- 
dily constructed of steel, takes up only a 
few inches of counter space, and packs a 
“Giant Wallop” in “EYE CATCHING 
BUY APPEAL.” ARISTO-MATS are 
used by millions of housewives from 
coast to coast, on STOVE TOPS, 
table tops and under electrical 
appliances; to protect fine sur- 

faces from heat, scratches, spilled foods, 
knicks, chips and stains. ARISTO- 
MATS are available in a wide selection 
of patterns and sizes, in a price range 
to fitevery pocketbook. 


Pre-sold through NATIONAL ADVERTISING 
on a full 12 month schedule in... 


e Better Homes & Gardens 
@ House & Garden 

@ House Beautiful 

@ American Home 

@ Good Housekeeping 

e@ Ladies’ Home Journal 

@ Woman's Home Companion 
@ McCall's @ Parents’ 


ws 








FREE TRIPLE PROFIT 








MERCHANDISER 355 DEAL 


With 1 dozen fast selling assorted Aristo-Mats, 
which contains the 17 inch by 19 inch size only. 




















YOUR FAIR TRADE Your 

cost RETAIL PRICE PROFIT 

Ys Doz. 401 FLORAL QUEEN $4.66 $7.16 $2.50 
Ys Doz. 1010 CANDY STRIPE 2.67 4.00 1.33 
Ys Doz. 1200 Chrome Master 5.12 7.92 2.80 
$12.45 $19.08 $6.63 


Fair trade prices, Chrome Master $1.98 
Floral Queen $1.79, Candy Stripe $1.00 
Slightly higher in states west of the Rockies. 








“oe oe St1ume o> 
Guaranteed by > 
Good Housekeeping 

48 aovearistd aed 








1315 West Congress Street °« 
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Nail Hammers 


Palmer Perfect nail hammer 
line includes 20, 16, 13 and 7 oz. 
curved claw heads, a 16 oz. plain 





face and a 16 oz. ripping ham- 
mer head. Center of gravity of 
hammer heads is in a position to 
permit perfect balance with the 
weight distributed directly in 
the line of drive. Heads are 
made of forged chromium alloy 
steel, scientifically heat treated 
to maximum hardness and pol- 
ished to permanent mirror finish. 
The Palmer Welloct Tool Corp., 
Meadville, Pa. 


Galvanized Ware Line 


Residential Deluxe garbage 
can illustrated is one product 
of the line of galvanized ware 
now available from Jones & 
Laughlin Steel Corp., Pitts- 
burgh 30, Pa. Its handle locks 
the cover on. Galvanized after 
assembly, its flaring sides are 
heavily corrugated. Comes in 
three sizes; is suited for kitchen 








or outdoor use. Other items in- 
clude: steel basket, secretarial 
waste basket, fuel and gas con- 
tainers, industrial garbage cans, 
boiler, launderer, measure pail 
and more. 


Expand Puller Line 


Proto has added 19 puller at- 
tachments, including a bearing 
separator-puller plate, with flat 
surfaces and knife-like edges. 
Step plate adapters fit into the 
end of hollow shafting or hous- 





ings and provide a base for a 
puller screw when forcing off 
bushings, gears, pulleys, etc. 
Available in 14 sizes, ranging 
from *4 and 1 in. diameters to 
234 and 2% in. diameters. Also 
available is a reversible slide- 
hammer puller jaw with 2 in. 
inside reach and 2% in. outside 
spread. Another slide-hammer 
puller jaw is 4058J for pulling 
flywheel pilot and other bearings 
with bores to % in. and depths 
of 1 in. Two detachable puller 
screw tips. No. 4022TS, small 
diameter type for light and 
medium duty pullers and No. 
4001ST, wheel puller type with 
large bearing area to protect 
axles. Plomb Tool Co., Los An- 
geles, Cal. 


Whats New 


In Hardware Merchandise 
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Space Heaters 

Magic Chef gas and oil space 
heater line consisting of hi-boy 
and console, radiant and circu- 





lating types. The gas and oil 
console models, different in de- 
sign, feature three tone color 
scheme. Retail prices begin at 
$59.95. Other points are three- 
way heat flow, suntan radiant 
screen, scientific flue gas travel, 
universal raised port, cast iron 
burners and large side access 
door. American Stove Co., 1641 
S. Kingshighway Blvd., St. Louis 
10, Mo. 


Ledge Faucet 


Mid-Century ledge faucet is 
a one-piece top-mounted faucet 
which comes completely assem- 
bled with the spout in position. 
Body of faucet is one-piece 
bronze casting. Entire assembly 
above sink level is chrome plated 
and polished. Barnes Mfg. Co., 
Mansfield, Ohio. 
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Latest Information on New Products 


And Services for the Hardware Dealer 


Garden Edger 


Rowel-Ezy all purpose lawn 
and garden edger featuring rub- 
ber tired driving wheel, steel 
bearing, spring action, tempered 
steel cutting blades, self sharp- 
ening, cuts both ways, driving 
wheel away from cutting wheel, 
permitting operation on sod as 


ad 
att 


E 
- 


| 





well as concrete. Suggested to 
retail for $4.45. Packed six to 
carton. Cutter and_ shearing 
blades made of hardened, cold 
rolled steel and cannot be filed. 
Rowe Tool Co., 2222 Sepulveda 
Blvd., Los Angeles 64, Cal. 





Window Materials 


Add two new types of R-V- 
Lite to all purpose window ma- 
terials line. The 700-W is 4x4 
mesh aluminum wire reinforced 
window material. Mesh is 
sealed between two layers of 
cellulose acetate plastic film. 
Suited for storm sash or hot 
and cold bed frames. R-V-Lite 
800-CW is semi-rigid in con- 
struction and is suited for hard- 
working installations as storm 
doors, farm animal building 
doors and partitions, barns. 
Galvanized steel wire mesh, 
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14x14, coated with Tenite plas- 
tic cuts easily with scissors. 
All come in rolls 36 in. wide, 
800-CW also in 28 in. widths. 
Arvey Corp., 3462 N. Kimball 
Ave., Chicago 18, Il. 


Homecraft Disk Sander 


Power Tool Division, Rock- 
well Mfg. Co., Milwaukee, Wis., 
is offering a Homecraft disk 
sander which retails for less 
than $10. May be used to sand 
any straight, angular, curved 
or convex surface of wood, plas- 
tic, ivory or non-ferrous metal. 
Can bevel edges, square ends, 
and round corners and may be 
used for free-hand sanding and 
compound angle sanding. Disk 
can be replaced by _ sanding 
drum. Features a table which 
can be tilted as much as 45 deg. 
away from the disk and as much 
as 30 deg. toward ‘he disk. Pre- 
cision miter gage, available at 
slight cost, turns 45 deg. right 
and left. 


Swedish Wood Chisels 
Chisels available in long model 
921 and short model 1030, each 
in 14 different widths of blades 
from 1% to 2 in. Chisels feature 





hard wood handle, varnished; re- 
inforced with steel ring in one 
end and brass ferrule where it is 
joined to blade. Finish assures 
rust proofing. Each wrapped in 
(Continued on page 68) 


TO HELP YOU SELL 


New Displays and Other 
Dealer Sales Helps 


All steel, GBI vertical 
glass board that permits | 
the cutting of flat glass | 
from 5/16 in. strips to a | 
capacity of 42 in. Vertical 
all steel raised letter rule 
indicates height, a similar 
horizontal rule indicates | 
width. Cuts glass using 
side of vertical clamp as 





straight edge. Shearing 
arm runs the cut and 
makes clean break. GBI 
states we sell glass in cut 
sizes. Construction factory 
tested as to trueness of 90 
deg. right angle position. 
Roller guide for this board 
is available also. Red Devil 
Tools, Irvington 11, N. J. 





| Home Workshop 
Sandpapers 


3M brand home work- | 
shop sandpapers are pack- 
aged in individual packs. 
Aluminum oxide mineral 
grain is a feature of the 
line. Line includes various 
sizes of pre-cut sheets, 
discs, belts, bands and re- 
fill rolls, with each type in 
separate yellow and brown 
packs, quantities being 10 
sheets, or 5 discs or 5 belts 
or 25 bands or 10 and 20 
refill rolls. Grit sizes listed 
(Continued on page 82) 
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Finished Products 


Are Now Reflecting 
Higher Commodity Prices 


The hardware dealer can ex- 
pect to pay substantially more 
for some of the merchandise he 
orders for some months to come. 

This seems quite evident from 
the flood of new manufacturers 
price sheets which have been 
crossing buyers’ desks in the last 
few weeks. 

These advances for the most 
pert reflect the increased prices 
of basic commodities such as 
copper, zinc and rubber, which 
have been steadily climbing. 

They are also being boosted by 
the tremendous demands of the 
construction industry. Furnish- 
ings of all kinds for newly-com- 
pleted homes are also in strong 
demand and are keeping prices 
firm in that department. 

Some hardware wholesalers 
who have been experiencing a 
heavy flow of orders in recent 
weeks are of the opinion that the 
heavy buying was due to natural 
causes and that there was no 
evidence that there was any scare 
buying as a result of the Korean 
war which broke out in the last 
week of June. 

Whether this condition of 
orderly buying for normal an- 
ticipated needs will continue, will 
probably be determined largely 
by the course of events in the 
Far East. 

Television is one of the few 
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New price sheets indicate stronger prices 


ahead . . . Heavy ordering now is attrib- 


uted to natural demands, not to Korean 


war... New TV models are much cheaper 


important lines on which there 
has been a downward tendency 
in prices. Leaders in this field 
introduced new numbers in re- 
cent weeks, which are as much 
as 50 pet lower than comparable 
models. 


Most important recent ad- 
vances were made on: Metal 
screw products, vises, rubber 


matting, rubber hose and belting, 
copper wire and cable, hacksaw 
blades, sash cord, galvanized 
ware, grinding stones and wheels, 
hardware cloth, and _ bronze 
screen wire. 


Galvanized Steel Pipe 
Boosted $6 to $10 Per Ton 


. Several makers of galvanized 
steel pipe announced mark-ups on 
their prices, beginning June 20. 
On that date Youngstown Sheet 
& Tube Co. made an increase of 
about $6 per ton on galvanized 
pipe of one-half inch or larger. 
The Fretz-Moon Tube Co. in- 
creased its prices two days later, 
from $6 to $10 per ton. 

The price boost was attributed 
to recent sharp increases in zinc, 
used for galvanizing. 


Most Lawn and Garden Equipment Is Bought in 
Hardware Stores; Most Hand Mowers Are Old 


The greatest share of all lawn 
and garden equipment is bought 
in hardware stores, rather than 
in department, garden specialty 
or other stores. 

In a survey of its subscribers, 
House & Garden magazine found 
that of 87 pct who have grounds, 
made garden equipment  pur- 
chases more often in a hard- 
ware store than in any other 
type of outlet. 

Home owners who purchased 
garden equipment in the 12 
months before the survey indi- 
cated that they had patronized 
hardware stores most often for 
all of the following items: Gar- 
den hose, sprinklers, pruning 
and grass shears, hand spray- 
ers, hand and power mowers, 


hand and power hedge trimmers 
and power sprayers. 

The survey revealed that there 
is a great potential for both new 
and replacement sales of gar- 
den equipment even in the more 
affluent segment of the public 
as represented by the readers of 
this quality consumer magazine. 

Ninety-two per cent of those 
who have lawns own a mower 
of some sort. However, the aver- 
age age of the hand mowers 
owned by these people is 6% 
years. The power mowers aver- 
age 31% years of service. 

It may certainly be assumed 
that such lawn equipment in the 
hands of the general public has 
been in use longer than that 

(Continued on page 100) 
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The product of 104 years’ experience 
in fastener manufacturing, 
sold through the finest distributors 
in the world. 






































Assure satisfaction and dependability 
by selling RB&W Cap Screws and Square 
Head Cup Point Set Screws . . . the product 
of more than a century of continuous 
research and progressive development 

in fastener manufacturing ... backed by 
the skill of four generations of 
? RB&W men and women. 
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THE CCMPLETE QUALITY LINE 


104 YEARS MAKING STRONG THE DISTRIBUTORS THAT MAKE AMERICA STRONG 













RUSSELL, BURDSALL & WARD 
BOLT AND NUT COMPANY 
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STROKE-SAV-R SUPERIORITY WAS PROVEN without a 
doubt in this scientifically controlled test by the U. S. Testing 
Company, Inc. Using identical garments, washed and damp- 
dried under controlled conditions, university women showed 
how easy it was to save almost half the usual ironing time and 
cut the number of strokes in half by using a Stroke-Sav-r Iron. 
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~ - 
Test Scientifically Controlled by Graduate University Students Outstanding Performance of the Among the Editors Present were 
U.S. Testing Co. Ironing time for Ironed Identical Garments. Five Stroke-Sav-r Irons when _—representativesofnationalmag- 
each iron was accurately meas- None of them had ever used a averaged against the five lead- azines, newspapers, radio, and Ed } 
ured and the exact number of Stroke-Sav-r Iron before mak- ing competitive irons is indicated the trade press. They watched x r 
strokes taken was counted for ing this test. They proved that by the remarkable saving of 2 the amazing new Universal 
each garment. Results posted on the average housewife can cut minutes 58 seconds in time and Stroke-Sav-r Iron as it outper- 
the board indicate the amazing ironing time almost in half with the 71 fewer strokes required formed all other leading brands re * 


superiority of the Stroke-Sav-r. 


this sensational Universal iron. 


to iron a woman's rayon slip. 


by saving time and strokes. 
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N A DRAMATIC test before a critical audience of 80 leading Home 

Economics Editors representing magazines, newspapers and radio, 
Universal’s new Stroke-Sav-r Iron far outclassed five other competi- 
tive irons. Not only did it prove nearly twice as fast, but cut the 
required number of strokes in half! 

Completely impartial in every respect, this test was supervised 
throughout by the United States Testing Company, Inc. Graduate 
Home Economics students from a leading eastern university first 
ironed rayon slips and men’s cotton shorts with the five competitive 
irons. They then ironed identical garments with the Stroke-Sav-r 
Ifons. Time and motion technicians carefully recorded the number 
of strokes and total time required for both operations. When posted, 
the results showed the Stroke-Sav-r was by far the fastest iron in the 
field, saving nearly half the time and over half the strokes! 





















. Sp Prem oy 
Grammars 


< 00s serene 


NOT OME - nirer months of derigning, the new 
Universal Stroke-Sav-r was put through critical 
comparative tests in our own company leborato- 
sles. It showed it could cut usual ironing time 
almost in half ~save 4 out of 10 strokes! 


* Price is Fair Traded in states where 
appropriate Fair Trade Acts exist. 
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NOT TWICE —wiren tne First of there amazing 
Universal irons were built they were thoroughly 
tested in the laundries of a leading natianal maga- 
zine. They confirmed again the Stroke-Sav-r's sen- 
sational time-saving advantages! 
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PROOF IN COLD FIGURES, this report 
from the U.S. Testing Company confirms 
the results of the sensational victory of 
the new Stroke-Sav-r Iron. 


NO WV this sensational Stroke-Savr Iron is ready to make BIG 
BUSINESS for you! Watch Universal's aggressive advertising sell 
the country in nine of the foremost national magazines. Month 
after month, twenty-five hard-selling advertisements, including 
4-color spreads will tell your customers about the new Stroke-Sav-r 
... will make your customers want this wonderful, time-saving 
iron! Contact your Universal Distributor today and take advan- 
tage of this super-sales opportunity! 


3 & | 
2% f 
VS 


BOT AGHIN ANO ACAI ondrods ot 
field tests were conducted across the country. 
Housewives tested the Stroke-Sev-r Iron in ac- 
tual working conditions against their reguler — 
irons. Every case confirmed the amazing results! 


Anni Fit an ) UNIVERSAL 





“ LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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‘Myrtle is getting a lovely tan since 
she discovered that... ! 


hing Hinges On Hager, . : 








C. HAGER & SONS HINGE MFG. CO. - St. Louis, Mo. 
FOUNDED 1849—EVERY HAGER HINGE SWINGS ON 100 YEARS OF EXPERIENCE 
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FIXT-FOCUS 2-CELL SPOTLIGHT 





yx As advertised 
in Saturday 
Evening Post 
and other lead- 
ing magazines 


ess 
batteries 


SOLID 22-K COPPER CASE 
WITH NEW END CAP! . 


IMAGINE 
PRICE 

COMPARABLE 
TO PRE-WAR 


e Equipped with lamp No. PR-2 







HERE’S WHAT YOU GET WHEN 
YOU ORDER THE NEW 
WINCHESTER-OLIN 
NO. K-59 ASSORTMENT 


with batteries 


@ 6 beautifully styled No. 5418 spotlights to retail at 95c 
less batteries . . . solid-drawn 22-K copper barrel, lus- 
trously polished and clear lacquered . . . fixt-focus, 
standard size 2-cell... WITH EASY LOADING END CAPS! 


@ 2 colorful, sales-building, space-saving counter displays 
. . . AT NO EXTRA CHARGE! 


@ 48 No. 1511 Winchester HI-POWER flashlight batteries, 
Nationally-Advertised to retail at 10c each. YOU SAVE 
4.19% by purchasing this Assortment with batteries. 

















DEALER |WGT.LBS.| RETAIL| DEALER 
UNIT | UNIT | PRICE NET 
NOS. DIMENSIONS | CARTON | CARTON | EACH | PRICE EA. 
Regular Ma 10! 10% 10 | $ .065 
1511 Size D”’ 2-4 x 1-% 48 $ 
Senter Kx? 1 10 | $ .065 
131 1 Size “ce 1 fh x Ke 12 $ 





Penlight 
171 1 Size “RA” 




















1-% x Ya 12 Ya $ .075 $ .05 





Prices subject to 
change without notice 






WINCHESTER 











No. K-59 


ASSORTMENT 
with batteries: 


$7.00 DEALER COST 


$10.50 Total Retail Value 
$ 3.50 Dealer Profit 


DEALER COST No. K-59 DISPLAY, 


fess batteries .........0...s0rs000 $4.05 
DEALER COST No. 5418 flashlight, 
less batteries ..........ccecsee: $.675 

























Y JUST IMAGINE! 


PRICE COMPARABLE 
TO PRE-WAR 


e Equipped with lamp No. PR-2 
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FIXT-FOCUS 2-CELL SPOTLIGHT 
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less 
batteries 


SOLID-DRAWN BRASS CASE, B& 
NICKEL-PLATED WITH 
NEW END CAP! 







Prices subject to 
change without notice 


” WINCHESTER 































; 
<= Here’s what you get when you order the 4 
Ne NEW Winchester-Olin 
29 NO. 29 ASSORTMENT with batteries: : | 
ASSORTMENT @ 6 modernistically styled No. 5011 spotlights to retail at ‘ 
with batteries: 80c less batteries . . . solid-drawn brass barrel, nickel- 
$6.43 DEALER COST plated and lustrously polished . . . fixt-focus, standard 
$9.60 Total Retail Value size 2-cell cae WITH EASY LOADING END CAPS! le P 
$3.17 Dealer Profit @ 2 sales-building, space-saving, colorful counter displays Seas 
... AT NO EXTRA CHARGE! Kansas. 
ray otra ee @ 48 No. 1511 Winchester HI-POWER flashlight batteries, 
pony aon Wanless: Nationally-Advertised to retail at 10c each. YOU SAVE 
5.69% by purchasing this Assortment with batteries. co 
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If you don't have 
Golden Anniversary 
with your Coleman 


Coleman Company, 


Kansas. 


COMFORT COSTS 
SO LITTLE 
WITH A 
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To get out front in oil 
heater sales, you must have 









COLEMAN’S 
INDUSTRY-SHAKING 
FUEL-AIR CONTROL 





No other manufacturer has anything like it. Auto- 
matic air control synchronized with automatic fuel 
control valve. Saves as much as 25% on fuel costs. 
Gives the same fuel efficiency on low setting as on 
high setting. Engineered so that even a child can 
operate it. It’s a comfort, efficiency and economy 
feature that REALLY sells. 








THE MOST 
MAGNIFICENT 

BEAUTY AND STYLING 
IN HEATING HISTORY 





YOU well know the sales value of eye-appeal! 
Coleman has it! And Coleman’s gorgeous Golden 
Anniversary line is just in a class by itself. The spec- 
tacular new functional “high style” models .. . the 
distinguished De Luxe Consoles .* . the smart-looking 
new Master Circulators ... have simply set an en- 
tirely new standard of handsome appearance in the 
oil heater field. You have to have Coleman to have it! 





full information about Coleman's 
line of Oil Heaters, get in touch 
distributor or write today to The 
Inc., Dept. HA-954-1 Wichita |, 





Coleman 


7 


PRICES THAT GIVE NEW MEANING 
TO THE WORD “VALUE” 


gi We don’t have to talk price to you this 

year. We merely invite you to compare 
any Coleman model price-wise with the nearest pos- 
sible model that any other 1950 line offers. You'll 
wonder how we do it! There’s a very simple answer— 
Coleman’s 50 years of experience has taught us how 
to make better products for less money ... at a good 
profit to you. A model for every purse from $29.95 up. 











AUTOMATIC OIL HEATERS 


World's Largest Manufacturer of Home Heating Equipment 





A COMPLETE ROPE DEPARTMENT 


In Less Than 2 Square Feet ee 





COLUMBIAN ROPE 
MERCHANDISER 


















Rope Stored in Basement, Floor and Counter 
Space NOT Cluttered with Various Size Coils 


Here’s the simplest, most profitable way to sell rope 


RES <a ahiea 


yet devised! Put the Columbian Rope Merchandiser on 
your selling floor — takes only 22” x 1142” of floor 











space. You can store your coils in the basement or 
under a counter if you have no basement. You'll have 
a complete, compact rope department — one stock in 


one place — and a silent salesman as well. 


With the Columbian Rope Merchandiser, you provide 


For free new folder on the your customer with the exact length he wants. No 
Columbian Rope Merchandiser — 
which shows how it can be used 
in your store — send in coupon rope thon he wants. You sell him what he wants — 
today. 


need to sell him short — nor force him to buy more 


and that means a satisfied customer. Measuring and 


SS... IONS RAY , Ser 


cutting done by the machine. 
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COLUMBIAN ROPE COMPANY 
400-70 Genesee St., Auburn, “The Cordage City”, New York 


ip 


MATA 


COLUMBIAN 





Please send me free new folder on the Columbian Rope Merchandiser. 











Name 








Firm name 


Address 








State 








City = — Zone 
My jobber is. 
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HAVE “EYE APPEAL” 


WARREN-TEED’S HIGH GRADE BARS 
ARE SOLD ON APPEARANCE, TOO... 


@ Volume hardware store sales 
in various parts of our country prove there is 
strong buyer preference for tools with “eye 
appeal.” And as sellers, Warren-Teed H. Q. 
Wrecking Bars are “hot'’—they’re shaped and 
tapered to give you extra selling advantages. 

This rugged tool performs even better than 
it looks. 

It pulls with claw hammer ease. Its sharp, 
polished, chisel edge is set at greater angle for 
faster, easier prying. Its hexagonal body is 


easily grasped by professional, efficient hands. 
It promotes speed and savings in time. Car- 
penters, some of your best customers, are 
intrigued by Warren-Teed’s improved H. Q. 
Wrecking Bar. 

You, too, benefit from improvements that put 
extra buying appeal, extra eye appeal, in 
Warren Tool Corporation’s H. Q. Wrecking Bars. 

Like many other Warren-Teed Tools, buy ‘em 
by the convenient, pre-packaged half dozen. 
Two standard sizes: %” x18" and %” x 24”. 


HOW'S YOUR STOCK? 


MATTOCKS 


WEDGES SLEDGES 


(Packaged With 
and Without Handles) 


WARREN TOOL CORPORATION 


General Offices... 
General Sales Offices... 
Export Division oo ete 
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Warren, Ohio 
105 W. Adams St., Chicago 3, III 
30 Church St., New York 7, N.Y 
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Nationally Advertised 
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We tell the millions of 
readers in these leading 
national magazines to buy 
our products from you. 
Order today and keep 
well supplied! 


i» You'll open the 


FITS-ALL 4% 


Our Newest Alacrome 


FITS-ALL No.5 
uilalle Screen Door 


GRILLE 


The most beautiful, ornamental Fits-All Grille 
of them all! Its gracefully designed scrolls insure 
a wide sales appeal. Also fully adjustable for 
nearly all standard-size screen doors. Made of 
Alacrome metal with a permanent, silvery-satin 
finish that will not rust or tarnish. Note the in- 
genious patented holder in the lower right corner 
of the grille as installed on the door to the left. 
It permits easy adjustment of the scrolls to fit 
the door while being installed. Each grille packed 
in individual, attractive, fully illustrated display 
carton. We're sure this new grille will soon lead 
the field, so order your stock right away! 





IDEAL FOR 
COMBINATION 
SCREEN-STORM DOORS 


Our new FITS-ALL No. 5 
Screen Door Grille is fully 
adjustable for many styles of 
screen doors. For example, 
on the combination screen- 
storm door shown at the left, 
the scrolls may be installed 
in both the upper and lower 
sections to create a striking 
effect. Such grace- —_ 

ful designs have 
sales-appeal as 

well as eye- 

appeal! 





COLORFUL, 
SALES- 
MAKING 
DISPLAY 
CARTON 








Each grille is individually packed in 
this eye-catching, colorful display car- 
ton with complete instructions for in- 
stalling and suggestions for arranging 
scrolls. 
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door to new sales with 


SCREEN DOOR GRILLES 


THEY’RE PRACTICAL, POPULAR and PROFITABLE! 


With the addition of the beautiful new FITS-ALL 
No. 5 our line of Fits-All Grilles is more complete, 
more eye-appealing than ever before! Now, your 
customers have an even wider choice of these 
attractive grilles. 


Each one is fully adjustable to standard-size 
screen doors! Easily installed. Every Fits-All 


STANDARD GRILLE 


ADJUSTABLE TO DOORS AND WINDOWS 
This attractive grille will fit nearly 
any door. Its scissor-like, accordion 
action permits easy adjusting from 
18” to 37” between stiles. Also used 
as a window guard to keep prowlers 
out ... and to keep little children 
from falling out window. Packed 12 
to carton—screws furnished. 


} <€ FITS-ALL NO. 2— Comes in pairs to 
fit the lower panels of doors with 
divided sections as illustrated. Fits 
doors from 30” to 36” in width. Also 
packed 12 to a carton. 





< 
FITS-ALL NO. FS 


A new, graceful 
full-size grille. Two 
top bars are flex- 
ible to allow easy 
fitting to door. 
Packed 6 to a car- 


ton. 
> 
Nu-WAY SCREEN 
DOOR GRILLE 


A sturdy, attrac- 
tive grille that any- 
one can install. 
Furnished in black 
enamel finish in 3 
sizes to fit doors 
from 30”-32”, 36” 
and 42”. 



































Your order will be shipped same 


MACKLANBURG-DUNCAN CO. 


OKLAHOMA CITY 1, OKLAHOMA 


FITS-ALL NO. 1 > 


Nu-WAY PUSH GRILLE—An easy com- 
panion sale for screen door grilles. Fits 
above grille as shown at left. Made for 
32” and 36” doors—packed 12 to carton. 


Grille is artistically designed and made of 
Alacrome metal with a beautiful silvery-satin 
finish that won’t rust or tarnish. 


You'll want to have a complete selection of all 
5 styles on display because when your customers 
see ’em, they'll want to buy ’em—so stock up 
NOW! 
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QUALITY 


BEAUTY 


PRICE 


PROFIT MARGIN 


MANUFACTURED BY 


KWIKSET LOCKS ARE BUILT TO TAKE IT! Kwikset’s simplicity of design 
and rugged construction assure years of trouble-free service. Individual 
lock parts are precision-built from highest quality wrought brass, 
bronze, steel and tough, durable Zamak No. 5 


KWIKSET LOCKS ARE DISTINCTIVELY STYLED! Simple beauty and clean 
modern design make Kwikset locks perfectly suited for both traditional and 
modern homes. Style makes Kwikset locks a credit to any home... 

and to the architect or builder who puts them there. 


KWIKSET LOCKS ARE LOw IN cost! Kwikset’s advanced manufacturing 
techniques make cost-saving volume production possible ...keep unit 
costs down... make possible top quality locks at rock-bottom prices. 


KWIKSET LOCKS MAKE MONEY FOR you! Kwikset locks are fast-moving 
profit-making items. They are priced for volume sales . . . at a price that 
means a substantial profit for Kwikset dealers. Kwikset’s outstanding 
sales features build steady repeat business. 


"Detk 


‘INDUSTRIES, INC. 


1107 East Eighth Street 
Los Angeles 21, California 
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600 typical hardware dealers told us how they 
advertise ... how frequently ... where they get 
their material ... about their budgets. Here is 

their story on the following pages 
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HarpwarReE AGE Reports 





How Hardware Dealers Advertise 


Mewararen space is 
the backbone of hardware deal- 
ers’ promotional programs. It 
takes precedence over all other 
media such as direct mail and 
radio time. However, radio is 
gaining in importance and some 
dealers are also using television. 
And a great many rely on com- 
binations of all three to reach a 
maximum potential market. 


Weekly Ads Lead 


Questioned about their adver- 
tising habits in a HARDWARE AGE 
study, 95.8 pct stated they use 
newspaper space with 74.0 pct 
of those dealers running weekly 
ads. Daily newspaper ads are 
used by 9.7 pct and monthly ads 
by 10.8 pet. The concentration 
on the weeklies results because 
in many smaller communities 
only weekly newspapers are pub- 
lished. 

A small portion of hardware 
dealers rely only on one media. 
The use of direct mail was re- 
ported by 74.1 pct of the dealers 
and radio is used by 36 pct. A 
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By R. S. WILD 


Associate Editor 
HARDWARE AGE 


large percentage, 25.3, use a 
combination of all three and the 
team that has the strongest ap- 
peal is the combination of news- 
paper space and direct mail used 
by 37.6 pet. 

In budgeting a percentage of 
total sales for advertising, 2 pct 
was allotted by,the majority of 
dealers—31.8 pct. One pct was 
named by 22.4 pct of the dealers 
and 14.7 pct indicated they spent 
more than 3 pct for advertising. 

Forty-two pct of the dealers 
allocated up to 50 pct of their 
advertising budget to newspaper 
space; 43 pct devoted 25 pct of 
their budget for direct mail and 
51 pet of them spent up to a 
quarter of their budget for radio 
time. 

As adjuncts to the more wide- 
ly popular forms of advertising, 
dealers mentioned the use of 
billboards, movie screens, classi- 
fied telephone books, sound 
trucks, programs, and the dis- 
tribution of souvenirs. 

Seasonal mailings figure most 
prominently in dealers’ direct 
mail plans with monthly pro- 


grams the next popular. Daily 
radio programs are used by the 
majority in the realization that 
radio to be most effective must 
be used frequently. 

These facts which support a 
conclusion that hardware deal- 
ers, in the main, are aggressive- 
ly using advertising to keep up 
sales volumes, were developed in 
a study by HARDWARE AGE of 
the promotional plans of slight- 
ly fewer than 600 typical hard- 
ware dealers, or a 20 pct return 
to a letter-questionnaire. 

Dealers also commented on 
how their suppliers could be of 
greater help to them, many ad- 
vocating sharing in the cost of 
retail store advertising. There 
was some criticism of consumer 
helps such as broadsides and 
catalogs for distribution by 
stores on the basis that too often 
items shown were not in deal- 
ers’ stocks and not available. 


Here Are the Details 


Question 1— What Advertis- 
ing Do You Do? Newspaper, 
Direct Mail, Radio, Other?— 
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Some 565 dealers, or 95.8 pct, 
mentioned newspapers; 437, or 
74.1 pet, mentioned direct mail; 
212, or 36 pct, mentioned radio; 
149, or 25.3 pct, mentioned all 
three. There were 222, or 37.6 
pet, who said they used both 
newspapers and direct mail, 
while 51, or 8.6 pct, used news- 
paper and radio. Three dealers, 
0.5 pet, used radio and direct 
mail. 

Other media used by 7 pct 
of the dealers were: billboards, 
15 dealers, or 2.5 pct; movie 
screen, 15 dealers, 2.5 pct; pro- 
grams, 2 dealers, 0.3 pct; phone 
book, 3 dealers, 0.5 pet; souve- 
nirs, 4 dealers, 0.7 pct; televi- 
sion, 2 dealers, 0.3 pct, and sound 
truck, one dealer. 

Question 2—How Frequently 
Do You Use Newspapers ?— 
There were 418 dealers, or 74 
pet, who said they ran weekly 
ads while 55 dealers, or 9.7 pct, 
used daily space, and 61 dealers, 
or 10.8 pct, advertised on a 
monthly basis. Dealers who used 
newspapers on a_semi-weekly, 
tri-weekly, bi-monthly basis 
amounted to 5.5 pct. 

How Frequently Do You Use 
Direct Mail?—Seasonal direct 
mailings are made by 283 deal- 
ers, or 64.7 pet. Monthly mail- 
ings are reported by 144 deal- 
ers, or 33 pct, and 10 dealers, 
2.3 pet, reported varying fre- 
quencies of mailings. 

How Frequently Do You Use 
Radio?—Radio time is bought 
on a daily basis by 101 dealers, 
or 47.6 pet; on a weekly basis by 
62 dealers, 29.2 pet; on a month- 
ly basis by 19 dealers, 9.0 pet. 
Occasional use of radio is made 
by 30 dealers, or 14.2 pct. 

Question 3—Do You Originate 
Your Own Newspaper Ads ?— 
One hundred eighty-two deal- 
ers, or 31.8 pct, replied in the 
affirmative and 238 dealers, 41.6 
pet, said “no.” Those dealers 
who did not originate their ad- 
vertising entirely by themselves 
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totaled 152, or 26.6 pct. The 
total number of dealers reply- 
ing to this question was 572. 

Question 4—Jf Your Answer 
to Question No. 3 Is “No,” From 
What Sources Do Your News- 
paper Ad Mats Come?—There 
were 379 replies to this ques- 
tion: 252 dealers, or 66.5 pct, 
said they got their mats from 
manufacturers and 114 dealers, 
or 30.1 pet, got them from whole- 
salers. Thirteen dealers, or 3.4 
pet, reported the N.R.H.A. as 
their mat source, while 32 deal- 
ers, or 8.4 pct, reported using 
mats supplied by commercial 
mat services. Twenty-five deal- 
ers, or 6.6 pct, indicated that 
they use mats supplied by man- 
ufacturers, wholesalers, and 
their association. 

Question 5— Which of the 
Above Do You Find Most Effec- 
tive?—Of the 157 dealers re- 
plying, 59, or 37.6 pct, chose 
manufacturers’ mats; 22, or 14 
pet, chose wholesalers’ mats; 35 
dealers, or 22.3 pct, said both 
were effective. Twenty-six deal- 
ers, or 16.5 pct, said that ads 
originated by themselves were 
most effective and 13, or 8.3 pct, 
found the association mats most 
effective. Two dealers chose 
commercial mat services. 

Question 6—Do You Use 
Wholesaler-Prepared Consumer 
Broadsides ?—Of 514 replies, 327 
dealers, or 63.6 pct, replied in 
the affirmative and 187 dealers, 
or 36.4 pet, said “no.” Those 
dealers replying affirmatively 
were also asked whether or not 
they thought these direct mail 
pieces were effective. The con- 
sumer broadsides were found to 
be effective by 262 dealers or 
88.2 pet of those using them. 

The remainder, those dealers 
who did not see any particular 
value in the use of such broad- 
sides, gave various reasons for 
their negative opinions. Reasons 
mentioned most frequently were: 
They show too many items not 





Where Dealers Advertise 


How they use newspapers. 


33.0% 
MONTHLY 


64.7 % 
SEASONALLY 


How they use direct mail. 


14.2% 
OCCA- 
SIONALLY 


29.2% 
WEEKLY 


How they use radio. 


in stock or, they are not tailored 
to the individual store. They 
contain too many items that do 
not sell. Some dealers felt that 
some of the items represented 
“dead” merchandise that whole- 
salers wished to move. Another 
group was of the opinion that 
the lay-out of the broadsides 
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Typical Dealer 
Comments on 
Advertising 


(Question — What sugges- 
tion do you have as to how 
wholesalers could be of 
greater help to you in your 
promotional efforts? ) 


New Jersey—“Give deal- 
ers return, pre-paid post- 
ecards with advertising on 
them. Dealers can then 
mail them. Suggest using 
double-fold card so con- 
sumer address can be in- 
cluded and also more ad- 
vertising space provided.” 


* 


South Dakota—“I_ be- 
lieve that wholesalers could 
be of greater help to their 
dealers by furnishing ad- 
vertising mats, window 
posters, banners. and 
streamers, representing 
the nationally advertised 
merchandise they sell us. 
We as dealers are dealing 
with the wholesaler, not 
the manufacturers, and 
yet, if we want any adver- 
tising material, we are ex- 
pected to order it from the 
manufacturers. 

“Another thought in the 
line of advertising: We 
have found that wholesal- 
ers will issue a broadside, 
or even a catalog, in which 
they set retail] prices. That 
is fine but we have run in- 
to instances in which they 
set certain items, such as 
6-ft step ladders, at about 
a 10 pet mark-up for us. 
I believe in using the 
smaller items, such as 19- 
cent items, for leaders and 
traffic builders, instead of 
the high-priced items.” 


* * * 


Kentucky — ‘‘Furnish 
mats and pay 50 pct of the 
advertising cost. This en- 
ables increasing one’s ad- 
vertising budget. Several 
of our manufacturer sup- 
pliers pay 50 pct of the 
advertising for their prod- 
ucts.” 


(Continued on page 60) 


was too cluttered with merchan- 
dise and did not have enough 
“punch.” 

Question 7—Do You Use 
Wholesaler-Prepared Consumer 
Catalogs? —There were 524 
dealer-replies to this question, 
to which 304, or 58 pct, replied 
affirmatively and 220, or 42 pet, 
replied negatively. Of the 304 
affirmative answers, 93.7 pct or 
236 dealers said they thought 
the use of such consumer cata- 
logs effective. 

Much the same criticism made 
of broadsides was expressed 
against consumer catalogs, the 
major difficulty being in recon- 
ciling dealer stocks to items 
shown in the catalogs. Thus it 
would seem that dealers feel 
both consumer broadsides and 
catalogs need a better hand-tail- 
oring job by their suppliers to 
make them more acceptable to 
the dealer and his customer. 

Question 8—What Percentage 
of Your Sales Do You Budget 
For Your Advertising Program? 
—Out of a total of 434 replies 
to this question, the greatest 
number of dealers mentioned 2 


pet. That majority amounted to 
31.8 pct of the replies. There 
were 14 dealers, or 3.2 pet, who 
mentioned a figure of less than 
1 pet; 97 dealers, or 22.4 pct, 
mentioned 1 pct for advertising. 
A budget of more than 1 pct 
and up to 2 pet was mentioned 
by 56 dealers, or 12.9 pct of the 
total replies and from 2 to 3 
pet was mentioned by 26 dealers. 
Nine pct of them said they 
budgeted 3 pct of sales and 
those who budgeted more than 
3 pet of sales for advertising to- 
taled 64 dealers, or 14.7 pct of 
replies. See chart below. 
Question 9—What Percentage 
of That Amount (Question 8) 
Goes for Newspaper Advertising, 
for Direct Mail, for Radio?— 
Dealers who allocated a quarter 
or less of their advertising for 
newspaper space amounted to 
10.1 pet of 424 replies. There 
were 32.3 pct of the dealers al- 
locating from a third to half 
of their advertising budget for 
newspaper ads. A total of 32.6 
pet used from 55 to 75 pct of 
their budget in newspapers while 
12 pet of the dealers spent from 


How Much Is Spent for Advertising 
(As pet of total sales) 
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80 to 95 pet of their advertis- 
ing dollars in newspapers. Those 
dealers who spent their entire 
budget in newspapers totaled 13 
pet of replies. 

As to advertising dollars ap- 
portioned to direct mail, 53.9 
pet of the dealers spent up to a 
quarter of their budget in this 
manner. There were 33.5 pct 
who budgeted from a third to 
a half of their advertising ap- 
propriation in direct mail and 
7.7 pct spent from 55 to 75 pct 
on direct mailing pieces. From 
80 to 95 pet of the budget was 
spent on direct mail by 3.4 pct 
of the dealers and 1.5 pct of 
them allocated their entire budg- 
et to this advertising medium. 

For radio time, 51.7 pct of the 
dealers spent up to a quarter of 
their advertising dollars; 38.9 
pet spent from 30 to 59 pct of 
their budget. There were only 
9.4 pet of the dealers who allo- 
cated more than 50 pct of their 
advertising expenditure to radio. 
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Above—Continuous use of name 
slug is the dealer's trademark and 
is always effective. 











Above—Direct mail pieces can be inexpensively 


mimeographed and still pack plenty of 


“punch,” 


The above examples were originally upon pink 
paper and attracted the reader’; attention. 


Below—Here are some 











“eye catchers" which were 


used in dealer advertising. Devices of this type 
make the reader pause and investigate. Interest- 
ing copy invariably does the rest. 
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“A Complete Hardware Department Store” 








Below—This ad 











is @ consumer 


catalog and check sheet and i 


tells a complete story. 
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THE OLD SCHOOLHOUSE 
OPENS AGAIN 
FRIDAY, MAY 19 
The Oldest and Newest 

HARDWARE STORE 


In Darien 





HARDWARE STORE SINCE 1878 


THE TOOL BOX 


Norvell & Wilson 
Proprietors 

21 TOKENEKE ROAD 
PHONE 5-0325 


DARIEN, CONN. 
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You Are Invited To Our PREVIEW 


FRIDAY and SATURDAY MAY 1920, 1950 
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AM going in the 
retail hardware business,” Ed- 
ward S. Norvell told us a few 
months ago, at a luncheon gath- 


This handbill announced the 
opening of the new store. 





Old Time Flavor + 
Modern Merchandising 


characterizes the new hardware 
store opened in Darien, Conn., by 
Ed Norvell and Al Wilson. Boast- 
ing of being the "Oldest and New- 
est Hardware Store in Town," the 
proprietors expect to mix nostalgia, 
quality merchandise and promotion 
into a prescription for a profitable 
hardware store 


ae a 


Interior of the store. In right rear is a staircase leading to second 
floor which will house hobby supplies and specialty house furnishings. 


ering of hardwaremen. We en- 
visioned a brand new establish- 
ment with the latest in modern 
display fixtures—and eagerly 
asked questions. 


“No,” said Ed, “my partner 
and I are buying the oldest 
hardware store in Darien, 
Conn., and although we will fix 
it up considerably it is our plan 
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= 
to retain as much of the flavor 
of the old store as we can. We AE ‘TOOL B Box 
will, however, have an up to aon ae SUPPLIES 
date stock of the hardware mer- PAINT: HARDWARE MARINE 
chandise people want for their 
homes and boats. It will be 
operated as ‘The Tool Shop, 
Norvell & Wilson, Proprietors.’ 
Come up and visit us.” 


An Old Schoolhouse 


We visited “The Tool Shop, 
Norvell & Wilson, Proprietors,” 
as a neatly lettered black and 
white sign proclaimed the old : 
schoolhouse building in which ; 9 es ae co. 
the store is operated. As the 
“Oldest and Newest Hardware 
Store” it has a shiny new red 
coat, with white trim, topped off 
by the old bell tower, proclaim- The 8'% by 14-in. ad, featur- hardware store since 1878, was 
ing it for the old schoolhouse of ing old fashioned layout, shown to be opened for a preview Ma\ 
1744 that it was. in these pages, was used in the 19-20. It was embellished with 
Darien Review, the same copy a woodcut showing an old time 
being used for handbills, print- storekeeper working under a 
ed on yellow stock. This pointed kerosene lamp. 

With its old time porch and out that the building, con- When the old schoolhouse was 
two wide display windows, the structed in 1744 and used as a built in 1744 Darien was: part 
building attracts the eye of 
passersby immediately. In com- a 
mon with a really modern front ire THE TO 
hardware store, The Tool Box 


OOL 
windows permit a view of the [Paint _HARD WARE Boy 


The 200-year old building as it appears today. 


Attracts Passers-by 


interior because of their open ; 

backs. A new ceiling was oa : “ MARINE SUPPLIE 
stalled and concealed cove fluo- _ S 
rescent lighting brightens the 
store. Excepting for one glass 
case, all display is open, a par- 
ticularly interesting unit being 
one for marine supplies, which 
was constructed of pipe and 
fittings in ladder style. The old 
wide floor planking has been 
retained, but throughout the 
store there is an air of neatness, 
order and cleanliness. Except 
for one side of the building the 
original cedar shingles have 
been retained and the porch 
that was installed when the 
building was erected continues 
in use. Two large windows featured gardening supplies and marine equipment. 
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The properietors of The Tool Box—A. H. Wilson and E. S. Norvell. 


of Stamford, and the structure 
was on the other side of the 
present day New Haven Raili- 
road tracks. Used for village 
meetings and other activities, it 
also served temporarily for ser- 
vices and meetings of the Con- 
gregational Church which was 
burned to the ground in 1749. 
In 1878 the late Charles W. 
Lounsbury bought the old 
schoolhouse for $75 and paid 
$100 to have it moved across the 
railroad tracks to its present 
site. Norvell & Wilson bought 
the building and business from 
his heirs. 


Interesting Background 


Interesting is the background 
of “Norvell & Wilson, Proprie- 
tors,” who between them have 
devoted 63 years to their previ- 
ous business affiliations. Ed- 
ward S. Norvell, who resigned 
from E. C. Atkins & Co., Indian- 
apolis, Ind., recently, had been 
affiliated with that company in 
different capacities for 36 years, 
having been New York man- 
ager for the company from 1934 
to May 1, 1950. He had also 
been with a wholesale house 
and in the hardware publishing 
field for several years prior to 
his long association with At- 
kins. Alfred H. Wilson was pre- 
viously associated for 27 years 
with Fox Cycle & Hardware, S. 
Norwalk, Conn. 


Advertising 


Although the store combines 
old fashioned and present day 
appearance, the firm plans to 
be modern by advertising in a 
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local paper having contracted 
newspaper space in order to em- 
phasize seasonal merchandise. 
The initial ad, illustrated in 
these pages, was distributed 
by hand to 400 parked cars in 
various parts of Darien and 
mailed to 600 homes, out of the 
list of 5,000 names the store 
already has set up. Prior to the 
opening of The Tool Box the 
firm sent out a limited number 
of catalogs of marine fittings 
for power boats and sail boats, 


receiving orders from more than 


25 pet of the recipients of the 


message. 


Old Atmosphere, New Ideas 


In Ed. Norvell’s own words, 
“I went in the retail hardware 
business to have something to 
carry on and so that I could live 
at home all the time, avoid com- 
muting and subways and get off 
the road. Later on we will use 
the second floor of this building 
for hobby items and specialty 
and fancy housefurnishings. 
Our idea is to retain the old 
atmosphere in this store, as far 
as possible, without sacrificing 
efficiency and economy of oper- 
ation.” 


A Residential Area 


Located but a half a mile 
from Long Island Sound, the 
store serves a trading area 
which includes mostly com- 
muters, retired businessmen 
and home owners. In fact the 
area is 95 pct residential and 
includes two country clubs, a 
yacht club and two beach clubs. 
Darien itself is a community of 
about 9,000 people and serves a 
large trading area which con- 
sists of approximately 16,000 
povulation. 
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The home-made pipe 
rack permits ade- 
quate display of 
large and awkward- 
shaped boat gear. 
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A large fish sign is above the 
side entrance which opens on 
the parking lot for customers. 


en’ 


ING emphasis on sporting goods 
has made that line a top profit 
maker at Hatfield Feed & Hard- 
ware, 2028 Frederick Ave., St. 
Joseph, Mo., where Roy H. Hat- 
field and his sons Newt H. and 
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Display, advertising and repair service combine 
to build business in both of these lines for Missouri 
hardware dealer 


Harold H. do many things to at- 
tract sportsmen. 

This large suburban store 
goes in for sports atmosphere in 
a big way. For example, the 
part of the sporting goods de- 
partment featuring hunting 
supplies has a large colorful sign 
of a flying duck, suspended from 
the ceiling. It says, “Hunting 
Supplies.” 

There is much duck and quail 
hunting in this area of Mis- 
souri and the Hatfield store 
capitalizes on it with emphasis 
on hunting equipment. The 
store sells more than 500 guns 
annually and a great deal of 
ammunition. Two simple racks 
at the front of the store show a 
sizable stock of guns. The racks 
can also be used to show fishing 
rods in season. 

The racks are 3 ft. wide and 
6 ft. long, with a height of 3 ft. 
Each side of the rack has a dis- 
play capacity of 30 guns, 60 in 
all. They are placed up front 
in the store so that sportsmen 
can see and handle them, and can 
also be seen from the street. 

“We have arrangements for 
gun repairs with a special shop,” 
says Newt Hatfield. “Doing a 
large gun business, we have 
many guns come in for service, 
and scmetimes we also have a 


sizable stock of used weapons.” 

One of the store’s gun display 
racks has a display board with 
irons run through deer hoofs to 
emphasize the deer rifles the 
store stocks. This little touch 
appeals to many sportsmen. 

The Hatfield store also takes 
orders for special guns. Hunt- 
ers from different sections like 
guns which are used in those 
regions. This often calls for a 
certain type of barrel and a dif- 
ferent stock. Hunters in ad- 
joining states know of this ser- 
vice and send in their orders for 
such special guns. 

When it comes to fishing 
tackle, the Hatfields show an ex- 


Daily 
Bargain 


FLOATING MINNOW 
BUCKET 


oe ae $2.10 
Hatfield Feed & Hdw. 
RAE 202 rrodorick ave. BD 


Simple ads like this offer daily bargains 
to sportsmen. Located on the sporting 
page, they measure one column wide by 


2 in. high. 
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Purchases by individuals some- 
times range all the way from 
$10 to $50 for such fishing ex- 
cursions. 

Two-inch, one column ad- 
vertisements are usually sched- 
uled daily by the Hatfield store 
in the local newspaper. These 
ads as a rule feature one or two 
items of sporting goods. Other 
departments of the store are ad- 
vertised in separate ads. The 
sporting goods ad is always 
placed in that section of the 
newspaper. 

Promotion for the store’s 
sporting goods department this 
year included the furnishing of 
a group of 100 boy fishermen 
with free straw hats and fishing 
poles. The youngsters fishing 
group was organized by the 


This special display rack, used in season for guns or rods, may be moved , hie : 
Missouri Conservation Depart- 


to different locations without difficulty because of its light weight. 


tensive stock in a new fishing 
section done in knotty pine. 
Most of the items are on open 
display. Fishing rods and poles 
are displayed at several locations 
throughout the store. Attention 
is called to bait through the use 
of large signs, with black letter- 
ing on a white background, list- 
ing various types. 

Mr. Hatfield states that quite 
a number of Missouri people, in 
addition to fishing locally, make 
fishing expeditions to Wisconsin. 
For such long trips and varied 
lake and stream fishing, resi- 
dents buy a wide assortment of 
fishing tackle and supplies. The 
Hatfield store staff is expert in 
advising fishermen what they 
will need for such fishing trips. 








Two large cut-out ducks with sign, 
“Hunting Supplies,” attracts all of 
the visitors who visit the store. 


ment. A photo of the group was 
, — published on page 1 of the local 
newspaper, with a news item ac- 

BRIT... | = ; companying it. 
Cuicken Liver gam ; ’ The store is fortunate to have 
SuHeer Liver i —— yaa .- a wide lot, providing drive-in 
SuHaimp a> parking space for at least 50 
DouGH-BALLS | 7 TPS .. customers, giving a side en- 
<2 trance to the store. A large ex- 
terior sign showing a huge fish 
is hung over the side entrance. 
A special concrete display 
platform 3 ft wide alongside the 
parking lot, enables use of ex- 
terior displays of regular hard- 
ware merchandise such as port- 
able tubs, garbage cans, garden 


The fishing supplies section, finished in knotty pine, includes i 
aten Seti’ ‘di ich os het al tools and other articles. 


a large letter sign featuring different kinds of bait offered. 
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Sole 
 ropriet. ship? 


Partnership? 


cia 
Corporation: 


How to Organize Your 


Business for 


Greatest Tax Advantages 


By EVERETT J. MANN, CPA 
Rochester, N. Y. 


EVERETT J. MANN 
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With tax rates steadily rising, it is vital that a hardware 
dealer organize his business in a manner that will give 
him the greatest tax advantages. Here is an authorita- 
tive discussion, in simple language, of the advantages 
and disadvantages of sole proprietor, partnership and 
corporation types of businesses. 


Tax rates are high, 
and they are going to stay high. 
If the businessman is going to 
protect himself against the in- 
creasing amounts the tax col- 
lector takes of his profits, he 
will be wise to cast a long look 
at his form of business organi- 
zation to decide if it is giving 
him the greatest advantages 
from a tax standpoint. 

No two businesses are ex- 
actly alike. What might be the 
best form of doing business for 
one company would not be best 
for another. The purpose of 
this article is to lay down some 


general rules which may be 
helpful in business planning 
From a general pattern, indi- 
vidual situations may be tai- 
lored to secure desired objec- 
tives. 

There are three usual forms 
of doing business: (1) The sole 
proprietorship, (2) the partner 
ship, and (3) the corporation. 
The small businessman usually 
starts out as a sole proprietor 
As his business grows, he may 
find it desirable to take in a 
partner to secure additiona! 
capital or a special] skill that 
the new partner may possess. 
As the business progresses fur- 
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Double taxation of dividends may make it desirable to pay profits to corporate officers 
in the form of salaries. But if these salaries become "unreasonably" large, the Inter- 
nal Revenue Bureau may consider a part of the salaries as dividends. 


ther, it may be desirable to 
incorporate. 

Leaving aside for the moment 
considerations other than taxes, 
at precisely what point is it 
advantageous to incorporate? 
A discussion of this question 
breaks down into two separate 
parts: Sole proprietorship vs. 
corporation, and _ partnership 
vs. corporation. Let us first dis- 
cuss sole proprietorship vs. 
corporation. 

A comparison of individual 
and corporate tax rates reveals 
that individual rates start at 
16.6 pet of taxable income and 
progress upward to about 82 
pet. Corporation tax rates start 
higher at 21 pct but end con- 
siderably lower, at 38 pct for 
corporations with incomes over 
$50,000. From this comparison, 
it can be quickly seen that the 
higher a sole proprietor’s in- 
come goes, the more desirable 
it would appear for him to in- 
corporate. 


Where's the Line? 


To get down to actual cases, 
where, precisely, is the dividing 
line between a_ proprietorship 
and a corporation? Here again 
there is a double standard de- 
pending on whether an _ indi- 
vidual is single or married. 
Under present day tax laws, the 
married man is entitled, by fil- 
ing a joint return with his wife, 
to split his income in half and 
take advantage of lower surtax 
rates in computing his tax. 

For the married man, it 
would appear that if his busi- 
ness earns up to $15,000, there 
is a slight tax advantage in the 
proprietorship form of doing 
business. After $15,000, the 
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pendulum starts to swing some- 
what in favor of the corpora- 
tion, but the advantage does 
not become marked until about 
$30,000 of income is reached. 
After that the advantage accel- 
erates rapidly and becomes pro- 
nounced when the $100,000 and 
above mark is reached. 

The unmarried individual is 
probably a little better off to 
operate as a sole proprietor 
until he begins to earn $10,000. 
After that, the advantage goes 
to the corporation. At $20,000, 
the superiority of the corpora- 
tion becomes manifest. 


Salaries for Officers 


The adoption of a corporate 
form of doing business should 
not, however, be lightly em- 
barked upon without at least 
considering the question of 
reasonable salaries. Corporate 
shareholders ordinarily receive 
their profits in the form of divi- 
dends. But dividends are taxed 
twice. Corporate profits are first 
taxed to the corporation and 
then, when they are distributed 
as dividends, they are again 
taxed to the shareholders. On the 
other hand, salaries paid to cor- 
porate officers are deductible by 
the corporation and thus taxed 
only once to the officers. 

For this reason the owners of 
small corporations, who are 
usually the stockholders as well, 
endeavor to pay themselves as 
large salaries as possible in 
order to avoid doubly taxed 
dividends. Governmental au- 
thorities, on the other hand, are 
equally determined that officer- 
stockholders shall not take 
overly large salaries in relation 
to the business effort they ex- 


pend. If they think salaries are 
too high, they are apt to declare 
a portion of the salaries paid to 
be “unreasonable” and hence 
not allowable as a tax deduc- 
tion. The “unreasonable” por- 
tions of the salaries are really 
disguised dividends and the 
Internal Revenue Department 
maintains they should be so 
treated. 

The ordinary hardware dealer 
should not have too much con- 
cern over the rules concerning 
reasonableness of salaries, but 
a fair rule of thumb might be 
to say that an equal division of 
profits as between an officer’s 
salary and corporate profits 
would probably be viewed as 
being not unreasonable. It is, 
however, a factor to be watched 
in making your business deci- 
sion. 


Partnership or Corporation? 


The next question is the de- 
sirability of a partnership as 
against a corporation. In mak- 
ing this decision, many of the 
same problems exist that would 
be encountered in deciding on 
the merits of a proprietorship 
as against a corporation. We 
have noted that up to about 
$15,000 of income, the married 
sole proprietor has a tax advan- 
tage over the corporation. Then 
in a two man partnership, with 
the partners sharing profits 
equally, the partnership would 
be the more economical form of 
organization taxwise. With a 
three man partnership, this 
would become $45,000, and 
so on. 

Before you decide upon a 
partnership, however, be sure 
of your partners. The partner- 
ship is a personal form of or- 
ganization, and a single gen- 
eral partner can bind all other 
partners to a contract by his 
signature. If such a contract 
should turn out to be a disad- 
vantageous one, all the partners 
become liable to the full extent 
of their personal assets for the 
performance of the contract. 

Their liability is not limited 
merely by their investment in 
the business. A_ partnership 
thus implies the most complete 
mutual trust and understanding 
between the partners. Unless 
this faith is present, it would 
not be well to consider a part- 
nership, regardless of tax ad- 
vantages. 
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A corporation, on the other 
hand, carries with it a limita- 
tion of liability. In the absence 
of fraud, stockholders in a cor- 
poration cannot lose more than 
their investment. Where a risky 
enterprise is being undertaken, 
the corporation often has the 
advantage of placing a ceiling 
on the possible loss to be sus- 
tained. 

If limitation of liability does 
not appear particularly neces- 
sary or desirable, and you have 
confidence in your partners, it 
probably would be preferable to 
start a new business as a part- 
nership. Then, as your busi- 
ness grows and prospers, switch 
to a corporation. There are two 
good reasons for starting a 
business as a partnership. 

The first of these reasons is 
that a new business may operate 
at a loss for several years be- 
fore getting into the black. A 
new corporation is limited to 
carrying an operating loss for- 
ward for two years; after 
that, the deduction is lost. Ifa 
corporation operates in the red 
for three years, it will lose the 
tax benefits of the first year’s 
loss. With a partnership, if we 
assume the partners have other 
income, the initial years’ losses 
can be used immediately to gain 
a tax advantage. This harks 
back again to the personal rela- 
tionship of a partnership, for a 
loss figure from a partnership 
can be used as an offset against 
ordinary salary or other income 
to reduce your present year’s 
taxes immediately. 

Even if the partners have no 
other income, there is still the 
possibility of carrying back for 
two years their losses from the 
partnership. This loss carry- 
back can be offset against any 
other income the partners might 
have had in those two years and 
a refund of taxes previously 
paid could be claimed. 





Long Term Losses 


A second reason for starting 
a business as a partnership 
is that again the venture may 
be found not to be profitable, 
and the partners may wish to 
abandon it. If the partners de- 
cide to quit business, they can 
use the full amount of their 
losses on liquidation to offset 
against ordinary income. They 
then secure the full amount of 
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their liquidating losses as an 
offset against income. 

This is not the case with a 
corporation. If a corporation 
has been organized for more 
than six months and the stock- 
holders dissolve the business, 
they realize what is known as a 
long term capital loss. Only 
one-half of a long term capital 
loss qualifies as a tax deduc- 
tion. 

In other words, if you sustain 
a loss of $5.000 upon a corpo- 
rate liquidation, your tax deduc- 
tion is limited to $2,500. The 
amount of this loss is further 
hedged by the qualification that 
only $1,000 per year of a capital 
loss can be deducted against 
ordinary income. If you have 
capital gains from other 
sources, however, you can use 
all or a greater portion of the 
$2,500 than would be allowable 
if you had no capital gains. 


Incorporation 


Every successful business at 
some time in its history, no mat- 
ter how it began, reaches the 
point where incorporation be- 
comes desirable. It will be de- 
sirable from the standpoint of 
limitation of liability, the con- 
tinuity of the business, and 
other reasons that have no con- 
nection with income taxes. 
When this time is reached, the 
question of how best to organ- 
ize the corporation arises. 

It has been mentioned that 
dividends are doubly taxed, and 


when a corporation is begun it 
is best to look forward to the 
time when dividends may be 
paid and consequently doubly 
taxed. How can this double tax 
be avoided? 


Capitalization Techniques 


Here definitions may be in 
order. Corporations may be cap- 
italized in one of two ways— 
either with equity capital or 
with debt capital. Stockholders 
are the owners of a business 
and their investments’ are 
known as equity, or ownership, 
capital. 

Debt capital is what the name 
implies— money that is owed 
by the corporation to people 
who have loaned it money on 
notes, bonds, or mortgages. 
They are a corporation’s credit- 
ors. The creditors of a corpora- 
tion receive interest on the 
money they loan the corpora- 
tion. The interest paid qualifies 
as a taxable deduction to the 
corporation. 

Dividends, which are a shar- 
ing of a corporation’s profits, go 
to the stockholders, the holders 
of the equity investment. Ob- 
viously it will be to the advant- 
age of a corporation to pay out 
deductible interest to holders 
of debt rather than non-de- 
ductible dividends to _ stock- 
holders. A newly’ organized 
corporation will want to have 
as much as possible of its capi- 
talization in debt rather than in 


(Continued on page 58) 


Home Made Signs Brighten Displays 



































A. J. Bowlus, owner, Bowlus Hardware. Decorah, lowa, uses home made signs such as 

this to add to the attractiveness of his sporting goods department. He makes the 

signs himself during spare time and paints them, usually in two or three colors for 

contrast. All of his departmental signs have a large round spot on them to which 
tinsel has been glued. This adds novelty and interest to the signs. 
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View of the left side from front showing tools and sporting goods sections. 


The store front of at- 
tractive design has 
two small display win- 
dows flanking the main 
display areas. There is 
a spotlight in each 
small window, 16 in the 
center ones and one in 
the entrance. Building 
is set back from the 
sidewalk but has a 4-ft 
strip of concrete so 
traffic can approach it. 
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The right hand side has gifts and housewares. Paint section is in the rear. 


For many years, J. H. 
Badeaux has been conducting a 
successful plumbing business in 
the village of Monona, Wis., ad- 
jacent to Madison, the state capi- 
tal, and dealing with numerous 
home builders. About a year and 
a half ago, when contemplating 
a new home for his plumbing 
business, he decided that it would 
be good business to have a full 
scale hardware and plumbing 
store so he could make full use 
of his home builder traffic. 

His new store, opened a year 
ago, in a rapidly expanding area 
of Monona Village (population 
1678) offers many new features 
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Aggressive plumber builds new hardware and 

plumbing display room to attract more trade. 

Keeps store lighted after hours. Uses radio 

to tell men about the store and particularly 
caters to the local fishermen. 


and is providing many services 
for suburban as well as rural 
trade. The store operates under 
the name of Monona Hardware & 
Plumbing. 

Using a thoroughly modern de- 
sign, Mr. Badeaux built an at- 
tractive two story structure. The 
second floor is used for apart- 
ments, while the lower floor pro- 
vides a 40 by 60-ft hardware 
store. The basement, which has 
a concreted drive-in is used for 
merchandise storage and also 
truck storage. The drive-in slope 
is‘sugh that the trucks can easily 
drive in and load pipe and plumb- 
ing supplies. 

Outstanding in appearance is 


the visual front store. ,At each 
end of the building are two spe- 
cial display windows, measuring 
3 by 6 ft. Both have spotlights 
which permit the highlighting 
of displays of weekly specials. 

The building is set back from 
the sidewalk about 20 ft and has 
a 4-ft-wide sidewalk in front of 
the display windows. Over the 
window display is an attractive 
canopy which is very useful dur- 
ing bad weather, for sidewalk 
traffic can inspect window dis- 
plays without getting wet. 

“This store is set up to serve 
both suburban and farm trade,” 
says A. H. Parker, the manager. 
“We have a line of farm equip- 
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ment, tools and other farm arti- 
cles. Farmers’ pass’ through 
Monona on their way to Madison 
and more of them are becoming 
acquainted with our stock and 
the fact that our convenient loca- 
tion saves them time and mile- 
age.” 


Open Friday Nights 


Friday nights the store is open 
until 9 p.m. to accommodate 
both farm and suburban trade. 
Motorists who pass on the high- 
way, those nights, see a splendidly 
lighted store which has two rows 
of fluorescent fixtures, plus 18 
window spotlights and one in the 
entranceway. Mr. Parker looks 
upon the lighting as one of the 
store’s best means of advertising. 
He states that day and night 
traffic, viewing the store and its 
fine lighting, becomes aware of 
the location and sooner or later 
a certain percentage of that 
traffic visits the store. Parking in 
this suburban area is not a prob- 
lem as yet, another factor which 
encourages farm and neighbor- 
hood trade. 

Daytime trade, with the excep- 
tion of Saturday, is mostly with 
women, points out Mr. Parker, 
and so many departments of the 
store appeal to the ladies. An 
especially attractive housewares 
and gift section is maintained. 
Many of the residents of the vil- 
lage work in Madison, which 
gives the men an opportunity to 
shop at Monona Hardware & 
Plumbing only a short time each 
evening after 5 p.m., Friday 
nights until 9 p.m. and all day 
Saturday. 

“But the men in the area make 
up their paint, hardware and 
other lists during the week and 
come in on Saturdays to buy,” 
Mr. Parker reports. “An _ in- 
creasing number of them ap- 
preciate the fact that they can 
save time by shopping at a good 
neighborhood store.” 

Playing up the idea of the con- 
venience of the neighborhood 
store, is one of the themes the 
firm emphasizes in its newspaper 
and radio advertising. The store 
sponsors a once a week “Singing 
Cowboy” program on Station 
WKOW on Saturdays from 1:00 
to 1:15 p.m. 


The builders’ hardware section 
at the store is quite large, due 
to the fact that constant attempts 
are made to call builders’ hard- 
ware to the attention of archi- 
tects, contractors and prospective 
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home builders who visit the store 
to talk over plumbing plans. This 
campaign is working out very 
well, says Mr. Parker, and it is 
also an excellent way to get ac- 
quainted with new homeowners 
in the area. 

The new hardware store is 
also emphasizing its sporting 
goods department, especially the 
fishing tackle section. Madison 
has three large lakes within its 
borders. Lake Monona is ad- 
jacent to the village and many 
residents fish regularly from May 
until September. To capture this 
trade, Mr. Parker and his two 
employees, have put up several 
display boards of bait. An inter- 
esting feature of the store is 
that fishing rods form the back- 
ground of one section of the dis- 
play windows. They fit neatly 
into slots and are quickly seen 
by the trade. 

“We are considering remain- 
ing open one or two more nights 
per week during the spring and 
summer to take care of fishing 
tackle customers,” says Mr. 
Parker. “Many of the state 
capital workers who quit work at 


4 or 5 p.m. like to spent two or 
three hours fishing on summer 
nights, here at Madison lakes or 
elsewhere in the county. They 
frequently make extra purchases 
of fishing tackle from 5 until 7 
in the evenings and patronize 
stores that are open to accom- 
modate them.” 


Quality Fixtures Featured 


Quality plumbing fixtures are 
featured at the store. Major 
kitchen appliances including 
dishwashers, garbage disposal 
units, etc., are being added. The 
plumbing department employs 
eight men and has four trucks. 
Mr. Badeaux and his crews cover 
the entire Madison area on 
plumbing contracts. These con- 
tacts over a period of years have 
made the firm well known in 
building circles, which is helping 
to build the hardware store vol- 
ume. 

Planning help for the new 
store was furnished by the Wis- 
consin Retail Hardware Associa- 
tion, the fixtures being built and 
installed by a Madison cabinet 
shop. 


Artificial Flowers Add Gift Volume 


HIS well arranged artificial 

flower department adds color 
and profit to the gift section of 
Waterloo Hardware Co., Water- 
loo, Iowa. The department of- 
fers considerable variety in color 
and type. Displayed with the 
flowers are numerous decorative 
pottery items which give flower 
customers additional buying sug- 





gestions. People purchasing ta- 
ble and other home items, includ- 
ing china and glassware, are ex- 
cellent prospects for artificial 
flower arrangements, C. _ U. 
Chickering, owner, reports. 
Vari-colored lighting helps make 
the section attractive to shop- 
pers and helps draw them to 
the merchandise it displays. 


It's difficult to pass this display without stopping and, particularly in the case of 
women, stopping means sales. 
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Doorbell Ringing Sells Appliances 





& csemeneiiiin who try 
to find both Willis and Marvin 
Martin, owners of Martin Hard- 


ware, Denison, Iowa, at the 
same time usually have a diffi- 
cult time. The reason is that 
these two brothers have an out- 
side selling arrangement where- 
by one of them is always out 
calling on prospects for appli- 
ances and other items. They 
alternate their selling schedule 
so that between the two of them 
they are able to achieve a good 
sales and profit record. 


Outside Selling Does It 


Last year the store sold 167 
refrigerators, 100 oil space 
heaters, and 150 sinks, and 
many ranges and other heavy 
appliance and home items. Sales 
this year are comparable with 
the record made last year. And 
as both the brothers say, “Out- 
side selling does it.” 

Before the war, Willis and 
Marvin were in an automobile 
supply firm’s associate dealer 
store. In that connection they 
learned the importance of con- 
tacting customers in their 
homes in order to make addi- 
tional sales. Thus, after the 
war, when they returned to 
Denison and opened their own 
hardware store, they quickly 
realized that outside selling was 
a door to extra profits. 

“We are now loading a 
refrigerator, range or water 
heater on our truck every day 
and taking it right to the home 
of a prospect,” says Willis Mar- 
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Last Year's Score at Martin Hardware: 


167 Refrigerators 


100 Oii Space Heaters 


150 Cabinet Sinks 


Plus Other Large Appliances 


tin, “and it helps us to make 
extra sales. For example, if we 
know that a certain farm 
woman is interested in an 8 
cu ft refrigerator we can do a 
much better selling job by ask- 
ing her to come to the truck 
where we can show the refrig- 
erator to her, open the door and 
talk about its features. In many 
instances that refrigerator is 
sold on the spot. If it isn’t we 
move on to some other prospect.” 





There is a psychological ad- 
vantage to carrying an appli- 
ance on the truck when making 
sales calls, states Mr. Martin. 
In the first place, the customer 
is favorably impressed. The 
presence on the truck of an 
unsold unit stimulates the Mar- 
tin brothers to keep calling on 
prospects to get the unit sold, 
for they hate to haul the unit 
back to the store. 

“Even if the first farmer we 
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Willis Martin, left, and bottled gas truck driver load a range 
which Mr. Martin took to try and sell, part of the firm's policy 


of taking major items direct to the home of a prospect. 






























































aad or ie The Martin brothers keep 
= iia | f = records of what appliances eac 
ridiadty tI oe) i ' s of what appliances each 
mai Ae be¥ tA bl — customer has in his home. At 
the time of the original sale, 
they often note what additional 
ry: appliances that customer needs 
and intends to buy within a q 
year or so. They call back on 2 
such customers several times a 
year with sales suggestions. 
Quite often they sell additional 
appliances from one to four 
months ahead of schedule. 
About 75 pct of the sales 
made by this hardware firm in a 
its appliance department this ch 
year are on contracts which run be) 
from six to 12 months. Some f 
farmers who formerly paid cash 
for appliances several years 
ago are now availing themselves 
of the privileges of contract 
‘ : ‘ e , buying. However, farm demand 
A section of the store's appliance display section. for good appliances has not 
lessened in this area, the Martin 
call on sees the unit and doesn’t when you contact them in their brothers say. 
buy it, the sight of it may in- homes, show an appliance and P 
duce him to suggest some other _ tell them what it can do for Service Department 
farmer who might buy,” ex- them, they will buy. Those same The store has a service de- 
plains Mr. Martin. “We do cold people might wait a long time partment where all appliances 
canvassing only rarely. Usually before they’d come to your store sold by the firm can be repaired 
we work from leads obtained in to look at our stocks.” and serviced. No effort is made 
the store and on the scene.” Another advantage of the to take in additional service 
Both the Martin brothers outside selling plan is_ that work, except for appliance cus- 
agree that their appliance sales there are always a certain num- tomers. Used appliances taken 
record might be even less than ber of active appliance pros- in trade are usually resold in a 
half of what it is if they didn’t pects, people who are going to short time, for there is an active 
get out into their trade area buy relatively soon. Unless out- market for such items in this 
every day. Of course, it’s also side selling is done, a firm gets section. ‘ 
expensive to sell in this man- a smaller percentage of such Martin Hardware erected a [= 
ner. There is truck operation active prospects through rec- new building two years ago 
expense to consider, but when ommendation, advertising and which provides ample display 
sales keep coming in this factor other means. However, through space for appliances and hard- 
is adequately taken care of. outside selling, a firm soon ware items. The masonry and 
: hears about these active pros- steel building is 66 by 100 
The Selling Day pects and gets a chance to see ft with additional warehouse 
Usually the Martin brothers them before they go elsewhere space in back. Most of the ap- 
split up their selling day this to buy. / (Continued on page 54) 





way: on a Monday morning, 
Willis takes the truck and one 
loaded unit and goes out to sell. 
He tries to be back at noon. 
Meanwhile his brother super- 
vises the store. In the afternoon 
Willis stays in the store while 
Marvin may spend the after- 
noon visiting prospects. In this 
way, both the brothers get a 
taste of outside selling regu- 
larly. A couple of evenings a 
week the brothers get together, 
discuss results, sales’ tech- 
niques, sales obstacles, cus- 
tomer complaints and map fu- 
ture strategy. 

“There are many people who 
are appliance prospects but who 
do not advertise the fact,” he 
says. “In fact, they may not 
even realize it themselves, but 

































Exterior of the Martin store. 
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Fig. |—This display will dramatize showings of home laundry equipment. 


WORRIES Ant OVER, 





Putting Sales Power in Point-of-Sale 








MODERN DISPLAY IDEAS 


34 Re e 
aw car 
Lereased P 


A FEW years back, 
window displays were consid- 
ered all important. However 
in recent years considerable 
portions of display budgets, 
particularly in chain store 
operations, have been devoted 
to “point-of-sale” displays. 
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Displays for Laundry Equipment 


Once a_ prospective cus- 
tomer has entered your store he 
has shown an actual intention 
of considering a purchase. For 
this reason point of sale dis- 
plays in stores are most impor- 
tant. 

Many hardware stores sell 
washing machines, dryers, 
ironers and other major units 
of sale. Now that we are again 
in a strong buyer’s market it is 
important that these lines be 
effectively displayed not only 
in store windows but in the 
showroom as well. The draw- 
ings, on these pages, show a 
specially designed wall dis- 














play (Fig. 1) which can be 
built locally and at a minimum 
cost, for dramatized display of 
home laundry equipment. 
Although most independent 
retail hardware store operators 
cannot afford to spend large 
amounts for display, a little 
careful planning will enable 
the construction of many at- 
tractive displays at low cost. 
You can construct the center 
shadow box from a few lengths 
of pine board, cut to fit your 
available wall area and can 
supplement it with a few na- 
tural tree branches. These 
should be nailed in a position, 
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Fig. 2—Detail drawing showing construction of the display. 


on the inside back wall of the 
shadow box, in a way suggest- 
ing that they have been blown 
that way by the wind. Lengths 
of white string tacked in posi- 
along the front edges of the 
box can simulate falling rain, 
these being evenly spaced, with 
portions of each string black- 
ened to indicate spaces between 
rain drops. 


A few artificial leaves can 
be attached to the tree branch- 
es with a concealed electric fan 
in the base of the box to make 
the branches sway and move in 
a manner suggesting rain and 
wind. Note how a light bulb 
socket can be installed in the 
right side and equipped with 
an inexpensive button flasher 
which will cause the light to 





rially to the effectiveness of the 
storm scene. 


Your local sign man can fur- 
nish signs lettered on plywood 
and attached in position as 
shown in the detail drawing, 
Fig. 2. 


Tells Story at a Glance 


The cutout lettering read- 
ing “Let It Rain,” plus “Who 
Cares?” lettered on the disc 
will tell the effective story at 
a glance and the entire display 
can be built for a few dollars 
and installed in a suitable wall 
space or in a window display. 

Another good feature of this 
point of sale display is that a 
complete home laundry can be 
grouped together on the low 
base platforms in front of the 
display featuring an automatic 
washer, dryer and ironer, with 
each separately priced or of- 
fered as a complete home laun- 
dry. 

The wall area devoted to this 
display should be covered with 
giant width royal blue display 
paper. This color will snap out 
the gleaming white surface of 
the merchandise. The box in- 
terior can be gray with the sides 
and front of the box painted 
yellow. 


For a Summer Pick-Up—Try a Rental Service 


R ENTALS can be merchan- 
dised and used as an excel- 
lent lure in the slower summer 
months for increasing repair 
sales. That’s what Lawlor’s 
Hardware, Lincoln, Neb., discov- 
ered when it started a rental de- 
partment last year as an experi- 
ment. 

The proof being in the profits, 
Lawlor’s rental service is now 
here to stay and on an expand- 


ing basis. This department is 
profitable, says’ Tom Vance, 
store display manager, because 
it brings in more customers, 
practically all of whom buy 
other articles in the store as 
well as subscribe to the service. 
Additions to the rental equip- 
ment being considered are 
power mowers and rug cleaners, 
there having been a number of 
requests for such items. 


Lawlor's Rental Charges 


Min. 
Floor Sander $2.00 
Edger 1.50 
Waxer 1.00 
Lawn Roller 1.00 
Spreader 75 
Tank Spray 50 
Sander 1.50 
Belt Sander .. ‘ 1.50 
Hedge Trimmer ............. 2.00 


/y Day Eve. Wk. End 
$2.00 $2.00 $5.00 
2.00 3.00 5.00 
1.00 1.00 2.00 
1.50 
75 1.00 
50 75 
1.50 1.50 3.50 
1.50 3.50 
2.00 3.00 


In each of the ads Lawlor’s 
runs in the local newspapers, a 
box prominently advertises the 
rental service. And when the 





For a Better Lawn— 
Lawlor’s Lawn Equipment 
RENTAL SERVICE 


Lawn Roller—Fertilizer Spreaded—Pressure 
Sprayer—Electric Hedge Trimmer 
—ALSO— 

Flour Equipment Rental Service 
Floor Sander—Floor Edgere—Floor Waxers 
Plus 
Portable Electric Belt Sanders 
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Boxes, of this type, appear in all 
of Lawlor's newspaper ads. 


firm uses radio time, that de- 
partment also is plugged. Other 
means of promoting the service 
are by signs placed throughout 
the store. 





flash on and off to add mate- 
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$6,000 Annual Sales 


From an 8-ft. Space 








Tue Geo. Krause 
Hardware Co.’s Lebanon, Pa., re- 
tail division, has tound dairy 
supplies a profitable line of mer- 
chandise, to the tune of $6,000 
a year. Not only is it profitable, 
but customers buying dairy sup- 
plies return often for extra sup- 
plies and have an opportunity 
to look through the store to 
make other purchases. 

“We have always had a stock 
of dairy supplies to sell to cus- 
tomers,” says George D. Krause, 
president, “because we are lo- 
cated in a rich farming and 
dairying country. Almost every 
farmer has a few cows and the 
larger dairymen have large 
herds. Both are potential cus- 
tomers for our store and they 
can be attracted to the hardware 
store for their supplies if a full 
and complete line is stocked and 
the salesmdn can speak the 
dairyman’s language.” 


Small Herd Owners 


About 90 pct of the store’s 
dairy supply business is with 
farmers who have one to five 
cows. Although the dairyman 
having a large herd is a good 
customer, his visits to the 
store are less frequent and con- 
siderable competition is en- 
countered for his business 
with salesmen from major dairy 
equipment organizations. 

“As a rule, when a herd of 
cows is maintained, the owner 
is a regular dairyman, buying 
special equipment direct,” says 
Mr. Krause, “but the farmer 
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Pennsylvania dealer profits from high volume 
sales of dairy supplies to small herd owners. 
Compact display helps boost impulse sales. 
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This 8-ft display unit features a variety of dairy needs 
used by the farmers regardless of the size of their herds. 


who has a small number of cows 
keeps them to supply his family’s 
milk and dairy products. He 
also may sell some of his milk 
and dairy by-products.” 





There are so many items that 
a farmer needs in dairy supplies 
that very often he may over- 
look making certain purchases 


(Continued on page 60) 
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Expensive and complete equipment enables firm 
in town of 1,000 population to do intensive 
service work in 20-mile area at a good profit 





View of the modernized front of the Gaughen store. 


Warren a home 


owner wants radiant heating, 
a trench, a model kitchen in- 
stalled, or a set of dishes, he can 
get all of them from Gaughen 
Hardware, North Bend, Neb., 
operated by Jim Gaughen. 
Although North Bend has a 
population of but 1,003, there 
are many sales and service op- 
portunities there on which 
Gaughen Hardware capitalizes. 
Jim Gaughen has a plumbing 
and heating crew of eight men 
who cover an area of 20-mile 
radius in their operations, and 
he also has a bottled gas ser- 
vice which has more than 
300 patrons. In outside sales 
and service operations alone, 
Gaughen Hardware has con- 
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tacts with most farmers in the 
area several times a year. 
Several years ago Mr. Gaughen 
purchased a jeep and auxiliary 
equipment which he uses for 
trench digging, laying pipe, 
bulldozing and other purposes. 
With the aid of this machine, 
Mr. Gaughen has been able to 
handle more of the _ entire 
plumbing, heating and irriga- 
tion job on farms and also cut 
the cost of his operations by 
doing work more efficiently. 


Cost of Equipment 


The jeep and its equipment 
cost the firm about $6500. The 
jeep cost was $4500, while three 
digging chains cost $500 each. 
The outfit is also equipped with 
a bulldozing attachment. The 








chains are 6, 12 and 14-in. sizes. 

When the Gaughen firm gets 
an order to put in a water sys- 
tem in a village or farm home, 
the trenches for the outside 
piping can be dug efficiently 
and quickly by the jeep: As a 
rule a trench 5 ft deep is dug 
by the jeep chains. In laying 
field tile, an important develop- 
ment in Nebraska irrigation 
and drainage, and offering ex- 
tensive future sales outlets, the 
jeep has dug 2500 ft of trench 
in one day, to a 5 ft depth. 

In this area of Nebraska good 
water can be struck at a depth 
of 50 ft, which simplifies the 
problem of supplying running 
water to the small town and 
farm homes. Following the in- 
stallation of a water system, 
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Big Service Job 


with its accompanying tiling, 
the Gaughen Hardware often 
makes a sale of kitchen and 
bathroom equipment, plus fre- 
quently heating as well. Such 
installations are sometimes ac- 
companied by the sale of appli- 
ances, including washing ma- 
chines, radios, refrigerators, 
vacuum cleaners and similar 
items. 

Costs to individual home 
owners for Gaughen sales and 
service range from $500 to 
$5000, says Jim Gaughen, de- 
pending upon the scope of oper- 
ations. These are sizable orders 


Gaughen employees laying pipe in a 

trench dug to a depth of 5 ft by the 

jeep's equipment. On this job, the firm 

sold a water system, a bathroom and 
other equipment. 
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who owns 
store. 


Jim Gaughen 
and manages the 


# 


Gaughen's jeep with digging chains ond other equipment used in service work. 


which often are added to as 
extra sales come in throughout 
the year. The majority of 
plumbing, heating and other 
jobs, however, range from $500 
to $1500. 

This firm has installed a 
number of radiant heating jobs 
in new homes in the area. Ra- 
diant heating jobs installed by 
the firm range upward in price 
to $2600. Mr. Gaughen says that 
such heating ranges favorably 
in price with hot air. He be- 
lieves that more home builders 
will use radiant heating in the 
years to come. At the present 
time the current trend of busi- 
ness at Gaughen Hardware is 
slightly above last year, which 
attests the home building ac- 
tivity in this region. 


“We are constantly expand- 
ing the scope of our sales and 
services to the homeowner,” 
says Mr. Gaughen. “While we 
do not do any house-to-house 
canvassing, we do, through our 
contacts with homeowners, try 
to ascertain what heating, 
plumbing and appliance needs 
they anticipate. Thus we are 
able to get a satisfactory vol- 
ume of sales from our current 
store traffic and sales and ser; 
vice coritacts.”  «<* 

Several years ago, Mr.Gaughen 
decided that his firm needed a 
new store building, modern in 
every respect, to aid the com- 
pany in attracting more traffic 
and also in displaying merchan- 
dise to the best advantage. 

With the aid of the Nebraska 
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Part of the major appliance display room showing ample space for traffic flow. 





The semi-circular cash and wrap table is near the front of the L-shaped store. 
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Hardware Association and a 
local fixture firm, the Cherny- 
Watson Co., the Gaughen store, 
dating back to an 1899 founding 
by Thos. J. Gaughen, father of 
Jim, was modernized from front 
to back. It was quite a job, 
since termites had pretty well 
wrecked the foundations and 
floors of the old building. A 
new cement floor was laid, and 
was covered with rubber tiles. 
At the same time foundation 
and wall supports were im- 
proved and fluorescent lighting 
was suspended from a new tile- 
board ceiling. 

As remodeled the store build- 
ing has an L-shaped layout. It 
is 50 ft wide to a point about 
30 ft from the open glass front. 
From this point the store ex- 
tends back 80 ft, with a width 
of 23 ft. 


Visual Type Front 


The front of the building, 
employing a visual type layout, 
plus metal top and facade, is 
very attractive. In fact, there is 
no other store front in North 
Bend which compares with that 
of the modernized hardware 
building. This fact alone has 
been worth a great deal in ad- 
vertising value to Mr. Gaughen. 

An interesting fact about 
this store is that it has a large 
semicircular cash and wrapping 
table up front. Mr. Gaughen 
says the table was fashioned 
into this shape so that he and 
his staff could easily serve both 
sections of his store, and so that 
traffic could flow easily into the 
store. Through use of this 
table area, one sales clerk can 
quickly notice customers in 
either department of the L- 
shaped store and give them im- 
mediate service. 

“Our new store has _ tied 
in beautifully with our sales 
and service operations,” Mr. 
Gaughen reports. “Sales vol- 
ume has increased approxi- 
mately 75 per cent since mod- 
ernization, much of which can 
be attributed to the new layout, 
better display and lighting and 
increased store traffic.” 

Another source of contact 
with farmers at this store is a 
popcorn contract agency. Oper- 
ating this part of the business 
separate from his hardware 
store, Mr. Gaughen contracts 
with farmers for the raising of 
popcorn, a predetermined total 

(Continued on page 54) 
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. - - what shooters want 
most in ammunition 


ORS lS . 


STOCK THE ENTIRE PETERS “HIGH VELOCITY” LINE 


Power-packed Peters “High Velocity’’ 
shotgun shells bring down high, 
fast-flying game. “Rustless” non-cor- 
rosive priming + speed-intensity igni- 
tion + ““Water-Tite” bodies+ progres- 
sive-burning smokeless powder « 
uniform shot size and shot count. 


Peters ‘’High Velocity’ big-game car- 
tridges pack smashing power for 
hard-to-stop game. Uniform bullet 
expansion, minimum disintegration 
on impact, maximum killing energy. 
“Rustless” non-corrosive priming> 
speed-intensity ignition. 


Hard-hitting Peters ‘High Velocity’ 22's 
are tops for small game and pests. 
“Micro-Perfect”’ bullets + speed-in- 
tensity ignition+ newest smokeless 
powder special lubrication to pro- 
tect rifling « “‘flat’’ trajectory « ““Rust- 
less’”’ non-corrosive priming. 


“HIGH VELOCITY” 


. prove that the one thing shooters 


want above all else in ammunition is power. 


That’s why it pays to tell every customer, ‘‘ There 
is no more powerful ammunition in the world 
than Peters ‘High Velocity.’”’ And that’s true of 
the entire Peters line—shotgun shells, center-fire 
ammunition and 22’s. Remember for power rec- 


ommend Peters “High Velocity” ammunition. 


PVALY, 


PETERS packs the, power 


ri 
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PETERS CARTRIDGE DIVISION—Remington Arms Company, Inc., Bridgeport 2, Connecticut 
High Velocity” and “Rustless” are Reg. U. S. Pat. Off. 
































Corner view of the Triangle Hardware 
with its two electric signs to attract 
the fisherman. Note window sign “Every- 
thing for the Fisherman." 


| years ago 
Floyd D. Williams, owner, Tri- 
angle Hardware Cu., 403 Pacific 
Coast Highway, Hermosa Beach, 
Cal., changed a previously quiet 
part of the store into a fishing 
tackle department. “That was a 
good move,” Mr. Williams said. 
“The tackle department brings 
us between $25,000 and $30,000 
volume a year. The 20 by 25 ft 
space we give to tackle brings us 
excellent returns,” he said. 
Here’s how Mr. Williams built 
his volume- producing fishing 
tackle department. 


Extensive Advertising 


Since Mr. Williams’ store is 
not in a foot traffic area, he pro- 
motes sales with an extensive 
newspaper advertising campaign. 
He spends up to 5 pct of gross 
volume on advertising. 

“We’re within commuting dis- 
tance of big league competition,” 
Mr. Williams explained. “‘To get 
volume, we do what they do, that 
is we attract trade with good spe- 
cials. We’ve learned that we can’t 
run a small ad one time and ex- 
pect big returns from it,” Mr. 
Williams said. “To get results 
we’ve got to advertise consis- 
tently, That’s why we generally 
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run a weekend fishermen’s ad 
just as the food markets do.” 
Under the heading of ‘“adver- 
tising’”’ Mr. Williams also uses 
signs in his store. Most attrac- 
tive of these is a large neon 
fish-shaped sign on the roof of 
Triangle store. An animation 



























A Quiet Corner Becomes 


A $30,000 Fishing 


Gear Department 


Advertising, store demonstrations and complete 
assortments of both fresh water and deep sea 
items bring California dealer greater profits 


mechanism gives the fish a wag- 
ging tail. In addition, there’s an 
“Everything for the Fisherman” 
sign painted on a store window. 
In addition to advertising, Mr. 
Williams uses a simple idea that 
attracts anglers to his hardware 
store. He has an inexpensive 





Richard Bass, manager of the sporting goods department, with the store's 
sports "picture gallery" featuring pictures of patrons and good catches 





they made as well as other items of interest to the local fishermen. 
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Put ROUND CHAIN on display... 


it sells itself 
aright off the reel! 


Chain is a hardware “bread and butter” line. Year after year 
it can be counted on for steady, profitable sales volume. 


ardware 
pensive 


That’s why it’s important that you keep the subject of chain 
alive ... keep chain constantly on display. 


The Cleveland Reel Salesman sells chain “right off the reel.” 
It makes many sales that would otherwise be delayed or lost. 


Put one of these profit-makers in your store today. Your 
jobber will gladly give you full details. Or write for Reel Sales- 
man and Salesmaster literature. ace? 





CLE VELAND (HAIN 


Lhe Cleveland Chain & Yiflg. Co. 
Cleveland 5, Ohio 

ROUND Associate Companies: The Bridgeport Chain & Mfg. Co., 

Bridgeport, Conn. ¢ The Cleveland Chain & Mfg. Co., Cleveland, 

Ohio © Round California Chain Co., So. San Francisco and Los 

Angeles, Cal. ¢ The Round Chain & Mfg. Co., Chicago, Ill. ¢ Seattle 

"2\Chain & Mfg. Co., Seattle, Wash. ¢ The Southern Chain & Mfg. 
-\Co., Birmingham, Ala. ¢ Woodhouse Chain Works, Trenton, N. J. 
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/ FLY 
Fue TYING 


Demonstration 


By R. A. BORLAND 
Of Sportsman Show Fame 


EACH TUESDAY EVENING 
7:00 to 9:00 P, M. 
at Triangle Hardware 


Bring Your Fly Tying Problems To Us 


Triangle Hardware 


403 Pacific Coast Highway — Hermosa 
Phone Fr, 2-2414 


Open Evenings and All Day Sunday 





Two column by 5 in. ad inviting anglers to come and see 
demonstrations of fly-tying. A minimum of copy was used. 


camera with flash attachment 
handy in the store. Every time 
something of interest occurs he 
takes a picture of it. For example, 
if there’s a demonstration on fly 
tying in the store, either Mr. 


Williams, or Richard Bass, man- 
ager of tackle department, will 
take a picture of the men watch- 
ing the demonstrator. They print 
it up and then mount it on a small 
billboard. 


Small Town Store Does a Big Service Job 


(Continued from page 50) 


crop production which is sold 
to a well known firm. The farm- 
ers in this area have planted as 
much as 4,000 acres to popcorn 
in recent years. The cash yield 
per acre has been up to $80. 
Farmers who wish to contract 
for raising of popcorn come to 
the Gaughen store. This type of 
traffic, too, is also productive 
of hardware and appliance 
sales. 

Mr. Gaughen believes in con- 
sistent advertising as a method 
of telling the public about the 
many merchandise bargains and 
services available through his 
store. He employs newspaper, 
direct mail and movie advertis- 
ing. His advertising budget 
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this year is running slightly 
ahead of that of last year, he re- 
ports. 

The firm’s statements to cus- 
tomers are interesting in that 
they carry a line which says, 


“Naturally, the fellows in the ° 


picture love it,” Mr. Bass said. 
“We also photograph an angler 
who comes to show us the good 
catch he made.” 

It’s the little extra things that 
bring the anglers to Triangle 
Hardware. 

Messrs. Williams and Bass 
offer their customers a complete 
selection of rods, reels and ac- 
cessory fishing gear. Because 
they have a good selection they 
sell as much fresh water gear as 
salt water and deep sea fishing 
equipment. 

To provide their customers 
with a one-stop fishing tackle 
service, Triangle’s managers sell 
a variety of bait, too. They re- 
cently added fresh frozen bait to 
their line of bait in jars. They 
even sell blood worms that are 
flown in from the east. 

Mr. Williams stimulates hard- 
ware business in general and 
tackle business in particular with 
an annual participation in the 
community’s Trade Exhibit. At 
these summer exhibits he has an 
opportunity to promote outboard 
motors. 

“Our fishing tackle line makes 
it pleasanter for husband-wife 
teams to shop in our store,” Mr. 
Williams said. “While the house- 
wife is picking out garden tools, 
or paint for her kitchen, the 
husband is looking over the fish- 
ing tackle. They stay longer in 
the store this way,” he said. 

That’s what happened when 
Mr. Williams converted a slow- 
moving corner of Triangle Hard- 
ware into a live fishing tackle 
department. 


“Our books are subject to in- 
spection by the Credit Bureau 
every 30 days.” This is express 
notice to patrons that it is wise 
to pay bills when due, a fact 
which helps Gaughen Hardware 
to handle its collection problem 
very satisfactorily at the pres- 
ent. 


Doorbell Ringing Sells Appliances 


(Continued from page 44) 


pliances, including the model 
kitchen units, are shown at the 
right side of the store. 

A large number of bottled 
gas accounts are also serviced 
regularly by Martin Hardware. 
This phase of the business puts 
the firm into constant contact 
with numerous farm and other 
homes, and is very helpful in 


selling additional appliances. 

“We intend to continue our 
campaign of outside selling of 
appliances,” says Mr. Martin, 
“for we think it is a field which 
will yield volume and profits 
for a long time.” 

The firm also exhibits at the 
local county fair and finds that 
this promotion pays well. 
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mi Le Remember when a heating plant was just intended to keep folks warm? 
ate That day is gone! 


ackle % Heating needs of modern business now go far beyond that of merely 
providing for human comforts. Today’s heating systems must often 
function in capacities involving such requirements as quality of heat, 
consistency of temperature, preservation of humidity levels, conservation 
» in- of space, and even psychological factors of health and efficiency. 
reau Radiant heating has often proved the successful solution to such 
ress heating problems, and steel pipe, of course, is the logical choice for 
wise a successful radiant heating systems. 
fact There are many good reasons why. For one, steel pipe has more than 
ware 60 years of proved performance behind it in conventional hot water and 
blem i steam heating systems. It has become almost standard material for this 
ores= - use. Then, too, steel pipe is economical, easy to form and weld, durable, 
; and its expansion and contraction in concrete or plaster for all practical 


; sam This modern warehouse and operating building 
purposes may be considered the e. of The Peoples Natural Gas Company, Pittsburgh, 


Yes, steel pipe is first choice for radiant heating in modern industrial 2. incorporates a steel pipe radiant heating 


system for warmth, protection of delicate instru- 


buildings, public buildings, schools, churches and homes. ments and even for snow removal. 
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~ | COMMITTEE ON STEEL PIPE RESEARCH 


An AMERICAN IRON AND STEEL INSTITUTE 

hich 350 Fifth Avenue, New York 1, N. Y. 
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Kenneth McQueen, president of the firm, inspects two of the 25 new 
roadside signs which the firm is erecting throughout the section. 
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Roadside Advertising Signs 
Sell the Store and the Area 


A COMPREHEN- 
SIVE roadside advertising cam- 
paign has been launched by the 
R. D. Cone Co., Ace Store, of 
Winona, Minn., population 22,- 
147. Kenneth McQueen, presi- 
dent, says there are two principal 
ideas behind this roadside ad- 
vertising campaign which covers 
all the main highways leading 
into Winona. 

The first is that the store 
wishes to impress people of the 
sizable Winona trade area that 
the R. D. Cone Co. carries many 
nationally advertised lines of 
merchandise, which are featured 
on many of the signs. 

The other reason is that the 
store is pointing the way toward 
its centennial in 1955, and there- 
fore, it is featuring the following 
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Publicizes scenic beauties of area 
and advertises that it is "The Oldest 
Hardware Store West of the Mississippi 


copy on each of the road signs, 
“Oldest Hardware Store West of 
the Mississippi.” 

Mr. McQueen explains that 
through the stressing of this 
centennial theme, which will also 
appear in ail other forms of ad- 
vertising done by the store, it is 
hoped that centennial promotions 
will have greater popularity. He 
says, “We feel that the time to 
start preparing for that centen- 
nial is now, and so we are in- 
corporating part of the copy on 
the billboards. We are also be- 
ginning to collect antique hard- 
ware items from customers and 
others in this area, for it is our 


intention to have such items on 
display in the store on our 100th 
anniversary.” 

The billboards are approxi- 
mately 6 ft wide by 4% ft high, 
and are in black, yellow, white 
and red. The lettering is the 
luminous type which can easily 
be seen at night, thus giving the 
signs extra traffic appeal. 

The store is employing 25 bill- 
boards at present. Each costs 
about $35.00 completed, making 
a total investment of about 
$1,000 in the boards, exclusive 
of erection. 

The beautiful scenic country 
around Winona is featured on 
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—One Look atthe Quality— 
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ef => Soup! 





You could look many a day and many a place and 


still not come up with quality which impresses customers so favorably! 





ye 





And it’s no wonder, because these gas ranges . . . the 

Acorn and Oriole (called Acorn in the West—Oriole in the East) 
5 on 
0th d . are styled to please your customers . . . 
‘Oxi- . . . . . 
igh, styled to satisfy their special needs. Find out more about their 
hite 
the , ; ‘ » 
ily reasonable prices making healthy profits in today’s market! 
the 
bill- 
osts 
cing 
_ ACORN- RIOLE 
sive 

VistoOon 

try PERFECTION STOVE COMPANY 
on 7135-C Platt Avenue « Cleveland 4, Ohio 
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SAMCO PRODUCTS 


° SYR=ALL 


of SYRACUSE 





PRICED FOR 
YOUR PROFIT 


Samco offers you the most 
complete line of oil drum fau- 
cets and oil or molasses gates. 
Fine iron or aluminum alloy. 
Superior construction for long, 
trouble-free usage. 


Write for complete catalog of 
all SAMCO PRODUCTS. De- 
pendable tools and equipment 
priced right for your profit. 


TERRITORIES available for 
aggressive sales representation. 





D 








SYRACUSE ALLOY METALS CORPORATION 
316-324 PEARL STREET 
SYRACUSE 3, NEW YORK 
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many of the boards. “See the 
beautiful hills and valleys of 
Winona,” says copy on one board. 
“Take beautiful scenic drive 
along the Mississippi,’ invites 
copy on another sign. 

The area from La Crosse, Wis., 
through Winona, Minn., to St. 
Paul, Minn., is in the glacier- 
less drift area of the Middle 
West, according to geologists, 
states Mr. McQueen. Many of 
the large rocky bluffs along the 
Mississippi were not touched by 
the glaciers which crept over 
most of the central North Ameri- 
can continent ages ago—or at 
least they resisted the glaciers. 
This has given the Winona area 
what many people term “The 
Little Switzerland” effect, an ad- 
vantage which attracts thou- 
sands of tourists each year. 

It is to capture the attention 


of many of these tourists, and 
of the rural regions as well, that 
the R. D. Cone Co. embarked 
upon this extensive billboard ad- 
vertising program which covers 
all highways 40 miles from Win- 
ona in all directions. Tourists 
especially, purchase many sport- 
ing goods, housewares, picnic 
supply, and hardware items, 
states Mr. McQueen. The firm’s 
large sporting goods department 
enjoys high volume. 

“Our billboards throughout 
this area will constantly impress 
upon tourists and regular resi- 
dents alike that our hardware 
store can supply many of their 
needs and is well worth a visit,” 
states Mr. McQueen. “From this 
standpoint, as well as from the 
centennial promotion angle, we 
think this ad program is going 
to benefit us considerably.” 


How to Organize Your Business 
For Greatest Tax Advantages 


(Continued from page 39) 


equity. With debt, there is the 
further advantage that the debt 
can be repaid without a result- 
ant tax to the persons who 
originally made the loans. 

Many closely held corpora- 
tions are thus set up with a 
great deal of debt and a small 
equity capitalization. In fact, 
the higher the debt in relation 
to the equity, the greater are 
the tax advantages. Naturally, 
the government is aware of this 
advantage to the taxpaper and 
strives to interpret debt in 
many cases as being really dis- 
guised equity capitalization. 
When it is able to do this, it 
disallows the payment of inter- 
est on the debt as being in 
reality a disguised dividend 
payment and thus subject to 
double taxes. 

The subject of the relation of 
debt and equity capital is a 
highly complex one and must be 
examined in the light of indi- 
vidual facts pertaining to a 
business. Except to say that 
equity should be as high as 
possible for greatest tax ad- 
vantages, it is impossible to 
make a categorical statement. 
Probably a ratio of anything 
higher than 80 pct of debt to 20 
pet of equity will, per se, be 
suspected by the Internal Reve- 
nue people. In many businesses, 
even as high a ratio as this 
would be subject to a con- 


siderable amount of criticism. 

If your business grows to the 
point where you are opening 
several stores, you might con- 
sider the advantage of forming 
a separate corporation each 
time a store is opened. The ob- 
vious advantage here is that 
you break your businesses up 
into several entities and keep 
each of them in lower surtax 
brackets. 

Corporation tax rates are 
graduated upward the same as 
individual tax rates and the 
more entities among which you 
spread your businesses, the 
lighter the impact of taxes is 
likely to be. Corporate tax rates 
change when $5000 of income is 
reached and increase tremen- 
dously after $25,000. The forma- 
tion of several corporations, 
too, has the advantage of keep- 
ing all your eggs out of one 
basket; if anything goes wrong 
with one operation, the other 
successful operations will not 
have to absorb the losses of the 
unsuccessful. 

The complexity of modern so- 
ciety has brought with it many 
specialized problems, not the 
least of which is that of income 
taxes. Not many years ago, if a 
man wanted to go into business, 
he went into business without 
the worries of the manifold 
problems that confront any 
businessman today. 
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J: /w’ DUTCH BRAND PLASTIX 
| uch Tape 








Now available in display box 
F5¢ to the hardware trade 


PER ROL, H 


F SUPER-THIN « 
| N+ FLEXIBLE » HIGH DIELECTRIC RESISTANCE 


TELEVISION 
NSULATION 


Neat and compact 


colorful 


a self seller 


Be first to offer this new tape to your trade 


DUTCH BRAND PLASTIX Electrical Tape = consumer size roll (2 inch by 150 inches) 
is superthin, with high dielectric resistance. It to the hardware trade. It is packaged two 
is easy to use and is ideal for use where _— dozen rolls to a neat and colorful display 
space is limited or where appearance is box. Placed on counters in heavy traffic 
important. PLASTIX is being used in the — spots in your store, it will sell itself. 
electrical field and is now offered ina Order your supply from your jobber today. 


DUTCH BRAND offers a complete line of insulating tapes ... DUTCH BRAND 
PLASTIX, FRICTION and RUBBER Tapes ... Stock and sell all three. 


VAN CLEEF BROS. INC. 


Manufacturers .. . Rubber Products . . . Est. 1910 


CHICAGO 19, U.S.A. 
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REFILLABLE 
REFILLABLE 


REFILLABLE 


Shanon Gu 


BOSTON 10, MASS. 




















YOURE 
COVERED 


cr 
..with SHARON'S - 


FM and RM GROUPS! i 


_— — YOU'LL HAVE 
= = £ ALL THE MOST 
WANTED SIZES 
RIGHT AT YOUR 
FINGERTIPS 
WITH TWO 
COMPLETELY 
REFILLABLE 
GROUPS! 

















IS mocmies | | Scatws 





RACKING. Scatws 
— ro 


macwiee screws 





mac wae _Scntws 











& 11,948 PIECES 

* 80 SIZES 

* ELECTRO GALY. STEEL 
and SOLID BRASS 

* A COMPLETE 
FASTENER DEPT. 

& 5-SHELF RACK 

*% ONE GROUP EQUALS ONE 
FT. OF SHELF SPACE 

Ask your jobber or write us. 


(O10). 98) 


oe) 4 


MACHINE 
SCREW 
GROUPS 


Sharon Bolt and Scrat Co 


BOSTON 10, MASS. 


| 
| 
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$6,000 Annual Sales From an 8-ft. Space 


(Continued from page 47) 


or may not be aware that certain 
supplies are on the market for 
his purchase. To attract farm- 


| ers interested in dairy supplies 


the store has an 8-ft. step-up 


| display facing the front of the 


store. 

Some of the items on this dis- 
play table are rubber aprons, 
disinfectants, deodorants and 
germicides, livestock spray, milk 
buckets, milk cans, cleaners, 
creamery hose lines, brushes, 


| ointments and treatment lines, 


halters and chains. 
“Before we made this display, 


| we only sold to farmers the sup- 








FLAT HEAD 


plies that they asked for,” says 
Mr. Krause, “but now we have 
doubled and tripled our sales be- 
cause we have concentrated a 
large line in one area where 
farmers may see supplies that 
they didn’t visit us to buy.” 

The dairy supplies section ac- 
counts for $6,000 worth of 
business per year, and attracts 
repeat business for other hard- 
ware in the store. 

“The best part about the dairy 
supply business is that it is a 
year round line,” says Mr. 
Krause. “We do not have sea- 
sons or non-seasons for dairy 
supplies, for cows must be cared 
for and milked daily. Equip- 
ment must be replaced and sup- 
plies purchased continuously.” 

An employee thoroughly fa- 
miliar with the dairying trade 
has been placed in charge of 
these supplies. He can make the 
proper suggestions to farmers 
and help them make more suit- 
able purchases. 

“Any sales clerk can sell a cus- 


tomer something he asks for,” 





relates Mr. Krause, “but it takes 
an experienced man or one who 
has been around cows or the 
dairying field to build up each 
farmer’s purchases. During 
warmer weather for instance, 
he knows that cows may be an- 
noyed with flies and other in- 
sects and may suggest livestock 
spray. He also knows the dif- 
ferent treatment lines and oint- 
ments to suggest and if farmers 
need cleaning supplies, he knows 
the types of brushes and cleans- 
ers to suggest. In this way an 
experienced employee can build 
up the dollar volume of many 
sales.” 

A few times during the week 
this same employee drives around 
to visit farmers to whom he has 
already sold supplies. In this 
way he is placing the store in 
steady contact with the cus- 
tomer and making it the farm- 
er’s supply center. 

Milk bottles and caps are a 
splendid repeat business. Both 
are consumed regularly in milk 
deliveries and must be replaced. 
Krause Hardware sells_ the 
farmer these items in desired 
quantity. This gives the store 
a definite edge over the dairy 
suppliers who only sell in quan- 
tities that are too large for 
many small farmers. 

“We have also worked up a 
large credit business with these 
farmers. Many of them have to 
make weekly or bi-monthly col- 
lections from customers whom 
they serve or wait for their 
monthly checks from the large 
dairies that buy their milk. 
“In any case they are good 
risks,” says Mr. Krause. 


Typical Dealer Comments on Advertising 


(Continued from page 30) 


Minnesota — “Prepare small, 
inexpensive road signs.” 


* * fom 


West Virginia — “Those who 
do not, should give a credit of 
50 pct for advertising, as some 
do.” 


* * * 


N i “Supply mats that 
have a design which is easily 
adaptable to various uses; such 
as three-column mats that could 
be cut down for one or two col- 
umns.” 


California — “Cooperative ad- 
vertising for newspaper and bet- 
ter window display service.” 

* % * 

Kansas—“‘Give us more co- 
operative advertising on nation- 
ally advertised brands to tie 
us in with such national adver- 


ising.” 
t g * * 


Indiana — “Hardware whole- 
salers could get specials and 
cuts for them to supply to hard- 
ware stores for specials to be 
advertised by the dealers. This 
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2 Great New Features. 
in 2 Great Saws 





Simply twist thumb 
screw to make 
depth adjustment 





















































be PALUE of the Year 


Outstanding saws! Outstanding buys! Always leaders in quality and value, the Guild 
A-6 and A-8 Saws are certainly in a class by themselves with these senational new 
features — and their prices have not been increased! The new built-in tilting adjustment 
has an accurate, easy-to-read quadrant giving angle-setting up to 45°. The quick-action 
depth regulator works by a mere twist of the thumb screw, allowing saw base to be 
dropped or raised to desired position in a moment. And with these two extra-useful 
improvements go all these other quality features that give Guild Saws their tremendous 


popularity! 
SUPERIOR FEATURES FROM A TO Z 


Saw Lumber, plywood, 
aluminum siding. 


Abrasive Wheel cuts metal, scores brick 





Highest Quality ball bearings on jackshaft compo - board, 
and armature. 


Light Weight for easy ,handling . and 


maneuvering. : and tile. 
Special Vent blows sawdust away from Perfect Balance with grip over center of 
operator. gravity. 


Super Speed through powerful 3200 RPM 
(full load) motor. ¢ 

Extra Safety through .right hand, blade. 

Reliable Proteeti@n. through non-clog swing 
guard. . id 

Full-Depth cuts (2” in A-6; 2%” in A-8). 


Helical Gear drive delivers 11% more 

. power to blade. 

Exclusive Air Jet clears sawdust from 
cutting line. 

Both Models are professional type saws 
of guaranteed quality. 








These great Saw Values are today’s big 
sellers! Write us for full information. 












PORTER-CABLE Machine Co. 2627 N. Salina St. Syracuse 8, N.Y. 


Manufacturers of SPEEDMATIC and GUILD Electric Tools 
In Canada: Strongridge Ltd., St. Catharines, Ont. 
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Thread pipe 
BY POWER! 


You waste money when you waste time 
threading pipe by hand! You SAVE 
money when you thread pipe with the 
Oster No. 422 POWER VISE STAND. 


You can convert your hand die-stocks, 
cutters, and reamers to POWER with 
this portable machine, 

Standard range of the machine is !/_" 
to 2" pipe. Extended range with special, 
universal drive shaft is 2!/."to 8" pipe. 
WHY WAIT? Use the form below to 
get your copy of FREE catalog. 


THE OSTER MANUFACTURING CO. 


2028 EAST 61st STREET 
CLEVELAND, ONTO 


O. K. Oster! 1 want your catalog “LIST 
NO. 22-A" as soon as possible. 

NAME.... 
COMPANY. 
ADDRESS.. 




















is to be confined to hardware 
dealers only—not the dime 
stores, the lumber yards, feed 
stores, and drug stores, groceries 
and others. We cannot buy gro- 
ceries from the wholesale grocer, 
so why should the hardware 
wholesaler sell the grocer who 
uses hardware items for a foot- 
ball?” 
: ~ * 

Nebraska—“Do more local 
newspaper advertising, listing 
the names of the dealers stock- 
ing the items.” 

* * * 

Michigan—“We do business in 
a community of approximately 
4000 people, including sections 
just outside the city limits. Ad- 
vertising consists of a full page 
once a week in a daily paper pub- 
lished in a neighboring city; a 
full page twice a month in two 
small weeklies published in vil- 
lages lying about 10 and 15 miles 
south; reprints of those two 
pages sent by direct mail to 
eight thousand homes; radio 
broadcasts three times per week. 

“Rates for the above are 55 
cents per inch in the daily and 
35 cents combined rate for the 
two weeklies; $9 per thousand 
for the direct mail reprints and 
the radio broadcasts, $7.84 per 
day or $23.52 per week. 

“Newspaper and direct mail 
advertising reaches approxi- 


mately 2000 homes (with some 
duplication) in the trading area. 
Radio covers and area of ap- 
proximately 40 miles square. 

“Results have been very sat- 
isfactory, our business having 
more than doubled the past few 
years.” 

* * * 

Colorado—“Provide more flex- 
ible mats; prompt newspaper 
mat service on new products and 
product information for radio 


copy.” 


* * * 


Pennsylvania — “Their sales- 
men could help with stock dis- 
plays and arrangements; also 
window decorations and displays, 
especially for the smaller deal- 
ers. Wholesalers must place re- 
tailer in position to meet chains 
as to price, displays, and meth- 
ods and not merely be order 
takers.” 

7 aa 7 

Illinois—“‘Send mats that can 
be cut without spoiling the pat- 
tern or fancy border. This would 
enable dealers to use part of a 
mat to which a long or short 
personalized message may be 
added when desired. Small mer- 
chants should be furnished with 
more one-column mats.” 

* * * 

New Mexico—“Arrange store 
demonstrations and store meet- 
ings.” 





A Running Watermobile demonstrator truck has been put to use by The Deming Co. 
Salem, Ohio. When the truck stops, the panel doors at sides and back can be 
opened quickly. Running water pours from 12 faucets at the rear of the display, each 
labeled for a different use including kitchen, bathroom, laundry, poultry house, garden, 
irrigation, dairy barn. Simultaneously, running water pours from other faucets at 
both sides of the truck. Cutaway models with transparent plastic windows show the 
working parts of various Deming pumps in operation. Two panels in the rear display 
an array of typical replacement accessories. 
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... for your customer 
and YOU, too! 


Yes, a great deal in tool value for your 
customer — because Heller “Majestic” 
trowels mean better performance, 
easier handling, longer service! 

And a good deal for you — because 
every “Majestic” trowel and other 
Heller tool you sell identifies you as a 
quality dealer, builds satisfied custom- 
ers and repeat business! Plus a hand- 
some profit! 


Heller Tools are packed in 
sturdy boxes with attractive end 
labels for easy identification. 


Write to your jobber for illustrated catalog 
No. 201 and price sheet No. 201ST, 


HELLER BRICKLAYERS’ HAMMER No. 40 HELLER TILESETTERS’ HAMMER No. 11 


¢ Drop forged, tempered and cor- ¢ Drop forged, tempered and cor- 
rectly balanced rectly balanced 


* Smooth black enamel finish * Fully polished 


¢ Weight—1% lbs.—clearly stamped E —* oz.—clearly stamped on 


on head 
; « Edge and face accurately ground 
Face and cutting edge ground and for neat, sharp seek 


polished * Clear lacquered, selected white 
Clear lacquered, hickory handle hickory handle 


HELLER “MAJESTIC” PLASTERERS’ 

FINISHING TROWEL 

¢ Light, easy working tool 

¢ Hi-grade spring steel blade, lac- 
quered to preserve polished finish 

¢ Ten steel rivets in strong alumi- 
num alloy mounting 

¢ Smooth basswood handle held in 
place with brass washer and nut 

¢ Two blade sizes: No. 315-A, 4%” x 
11”. No, 315-F, 4%” x 11%” 


HELLER “MAJESTIC” BRICKLAYERS’ 
TROWEL No. 45-B 


¢ Popular London Pattern—Narrow 

¢ Blade, straight post and tang 
forged in one piece from high 
grade special trowel steel 

¢ Tempered, taper ground and pol- 
ished to close tolerance for proper 
spring tension 

¢ Hardwood handle with tapered 
ferrule driven on crimped tang 

¢ The handle is set at an angle to 
give perfect hang and balance 

* Blade size 4%” x 11”. 


TROWELS 


CONTACT YOUR JOBBER for our FULL LINE of Carpenters’, Machinists’, Tinners’, Upholsterers’, Bricklayers’, Tilesetters’, Blacksmiths’ 
and Farriers’ Hammers. Also Craftmaster Scrapers, Chisels, Punches, Masterenches, Files, Rasps and other quality tools. 
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SNAP HOOK 


Reports on Events Affecting the Hardware Business 
(Continued from page 10) 


fore last when a Senate commit- groups of industries are de- 








CAN’T RUST - 
Made of high strength No-Rust Alloy © 
Built to Navy Specifications 


‘ Py ee 
act HT athe 
mn Order % inch size which 


covers practically 100% 
user requirements. 














Onder now from your wholesaler 
- PRODUCTION ENGINEERING CO. 


Berkeley 10, California 








———-AN ARTMOORE PRODUCT 


ORIGINAL TRIPOD DRYER 
STILL THE SALES LEADER 


FAMOUS ARTMOORE 

COLLAPSIBLE TRIPOD 

CLOTHES DRYER has 

everything youand 

your customers want: 

Plenty of drying space 

-24 smooth, snagproof, 

rustproof feet for In- 

between washings, dia- 

pers, lingerie! Compact—closes completely 
to only a few inches of space! Lightweight 
—all select hardwood, weighs only 5 Ibs.! 
And It's priced right—retalls at only $2.95. 


See your jobber or write 


ARTMOORE CoO. 


Dept. A-70, 1319 North 3rd Street 
Milwaukee 12, Wisconsin 














tee studying the White House 
proposals finally threw in the 
towel. 

In brief, Mr. Truman advo- 
cates (1) government-guaran- 
teed loans up to $25,000, (2) 
federally - chartered investment 
companies, (3) relaxing RFC 
loan requirements, (4)  subsi- 
dized industrial research, and 
(5) putting nearly the entire 
program under control of the 
Secretary of Commerce. 

To congressmen testing the 
wince of reaction, the reasons 
why the program got a cold 
shoulder are obvious enough: 
Times are good; business is 
booming; money isn’t too hard 
to get; the public is increasingly 
resentful of new grabs for power 
by Washington. 


OUTLOOK: There’s a growing 
awareness at the Capitol that 
what small business needs most 
of all this year is tax relief. This 
means lower excises, opportunity 
to write off plant and equipment 
over shorter terms, and incen- 
tive for both the public and the 
business community to invest in 
expansions and in new ventures. 


Definition Coming Soon- 
Who's Small Business? 


Generally accepted definitions 
of what actually constitutes so- 
called “small-business” might 
soon be forthcoming as a result 
of a project undertaken by the 
Dept. of Commerce with the aid 
of the Census Bureau. Any firm 
employing 500 or less people has 
received considerable acceptance 
in Washington, but this defini- 
tion is patently unreliable if ap- 
plied throughout the business 
world. Solicitude for small busi- 
ness on Capitol Hill has often 
been something less than sincere, 
due largely to the fact that no 
one can be pinned down as to 
what small business actually 
means. The Commerce Dept. is 
studying this size problem by in- 
dividual industries. As accept- 
able definitions by industry or 


veloped, an attempt will be made 
to achieve acceptance through- 
out the Federal government. 
Preliminary reports have been 
prepared on two_ industries. 
Others are in preparation. 


OUTLOOK: If the program is 
successful, the political aspects 
surrounding most of the concern 
for small business might disap- 
pear for everyone will know 
what everyone else is talking 
about. Then, such organizations 
as the House Small Business 
Committee would be forced to 
put up or shut up. 


Consumers Are Keeping 
Ahead of the Jones’ 


The Federal Reserve Board 
has completed its annual survey 
of consumer financing. While 
the results are only now being 
analyzed, some general conclu- 
sions are evident. For one thing, 
consumers are not quite as opti- 
mistic but there are not as many 
outright pessimists as at this 
time last year. 

Also, more than 40 pct of the 
nation’s 52 million spending 
units received higher incomes 
last year as against about 25 pct 
who received less than in 1948. 
Higher incomes were more fre- 
quent in the $4,000 a year or less 
class than in the categories 
above that figure. 

More spending units were liv- 
ing beyond their income—that is 
dipping into savings, selling se- 
curities, etc.—than in 1948. 
However, about 36 million of the 
52 million spending units still 
have such resources—about 1.5 
million more than in 1946. 


OUTLOOK: Spending plans have 
not changed much. At least a 
million homes will be bought. 
About 26 million units will buy 
at least one major durable goods 
item—such as an auto, a refrig- 
erator, a furnace, etc. Twice as 
many will buy television sets but 
there will be fewer radio pur- 
chases. 
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PROFIT — PROFIT 
with Screen Door 
HARDWARE 
SCREEN DOOR SETS 


Always a ready market. Every- 
thing complete, hinges, handle, hook 
and eye—ready to install. For new 
or old doors. 


SCREEN DOOR CLOSERS 


Keep screen doors closed—flies out. 
Eliminate door bang. Easy to in- 
stall. 


SCREEN DOOR GUARDS 


A necessity for every home with 
children. Protects the screen—pro- 
tects the door. 


SCREEN DOOR BRACES 


PT S=>>-""""“7 


Takes the sag out of screen doors— 
adds strength—adds life. 


SCREEN DOOR 
LATCH SETS 


For every type screen or combina- 
tion door—mortise or flush sets. Sell 
them as a part of every screen 
door. 


Get them 


from your jobber 


The 
| rin inge 
gver® "os deny 


Shelby, Ohio 








Post Office in the Red 
Despite Service Cuts 


Despite its last-ditch efforts to 
live within its budget, the Post 
Office Department wound up its 
fiscal year on June 30 nearly 
$570 million in the red. 

Postmaster General Jesse Don- 
aldson won’t say just how much 
he has saved by the curtailed de- 
livery service he put into effect 
several months ago, but experts 
say the savings were “insignifi- 
cant” and not nearly as great as 
had been expected. 

Meanwhile, irked congressmen 
are complaining that their con- 
stituents have received “dire 
warnings” which were “often 
exaggerated” of the inconven- 
iences to be borne under the new 
delivery schedules. So far, the 
public has been apathetic to the 
service cuts. Some grumbling, 
but no mass indignation, has 
materialized. 


OUTLOOK: Congress is not in- 
clined to give any serious 
thought to higher postal rates 
this year. But the lawmakers 
are impressed with ex-President 
Hoover’s suggestions that the 
Post Office be run a lot more ef- 
ficiently than it is, and another 
suggestion that some 20,000 
postmasters be placed on a merit, 
rather than patronage, basis. 
The latter suggestion, however, 
hasn’t a chance of getting any- 
where. 


Venetian Blind Industry 
And FTC Agree on Code 


A set of trade practice rules 
governing the $200,000,000 vene- 
tian blind business has been 
adopted by the industry and ap- 
proved and placed into effect by 
the Federal Trade Commission. 
Failure to observe this code by 
any person or firm making or 
assembling, selling or distribut- 
ing such goods is automatically 
open to action by the FTC for 
violation of the fair trade laws. 

Among the forbidden practices 
is the use of the term “custom 
built” unless the item is made 
according to the customer’s own 
specifications. 

Another prohibits pricing 
methods which imply that a 
stated price is the complete price 
when actually parts and acces- 
sories are priced separately. Still 
a third rule specifically bans tie- 
in sales. 


(Resume reading on page 11) 





Easy way 
to roll up 
caster sales! 


Feature this striking “Ten-Strike” 
display on your counter, and you'll 
see how fast these popular, nation- 
ally-advertised casters will move! 


“Caster sales doubled!”—that’s a 
typical remark we keep hearing 
from dealers everywhere. This can 
be your experience, too—if you dis- 
play “Ten-Strike” prominently. 


Don’t delay another day in taking 
advantage of this compact 12 in. x 
614 in. caster department. Types and 
sizes (numbered for quick identifi- 
cation) to meet 90% of your cus- 
tomer’s needs, 


If you don’t already have one, a 
small stock order will bring it at no 
charge. See your distributor, or write 


THE BASSICK COMPANY 


_ Bridgeport 2, Conn. 


Division of 
Stewart-Warner Corp. 


‘ 


In Canada: 
Bassick Division, 
Stewart-Warner- 
Alemite Corp., Ltd. 
Belleville, Ont. 


SEAN (6,4 


MAKING MORE KINDS OF CASTERS 
MAKING CASTERS DO MORE 
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MILLERS 


HARDWA 


“Strike” 
d you'll 
nation- 
nove! 

that’s a 


learing 
‘his can 


NEW VALUE ne. 1088 


10-INCH 
Unbreakable head and handle SWEEP 


of glossy red “TENITE” 
top the list of features that make 
this No. 1950 Ratchet Brace 


a new sales leader for you! 


Stock SA today! .. Evening Post, Popular Mechanics 


and Popular Science advertising scheduled for early issues 


The eye appeal of glossy Millers Falls red makes it stand 
out in any display. Tough ‘“Tenite” head and handle 


M { L L E R 5 FA ILS guaranteed unbreakable in use. Forged jaws and rugged 
steel ratchet mechanism. Steel clad, ball bearing head. 

T oO oO L — Bright nickel finish. Best of all—it’s Millers Falls quality 
throughout and priced to sell in the big volume class at 

only $4.50.* Millions of consumers will soon hear about 

the new No. 1950 through ads in leading national maga- 

zines. Be ready for them. Place your initial order with 


MILLERS FALLS COMPANY e GREENFIELD, MASS, your jobber today. It’s another great new Millers Falls 
*Price slightly higher in the West sales star for your tool department. 
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WHAT’S NEW 


Latest Information on New Hardware Merchandise 








(Continued from page 13) 
wax paper; six of same width 
to box, latter identified as to 
contents. One color label for 
short, another for long. Chisel 
blade of special steel; blade is 
tempered and cooled in oil. Sug- 
gested retail selling price on 42 
in. blade, both models $1.60 or 
1 in. width blade, both models 
$1.85. C. L. Janik, 9 Rockefeller 
Plaza, New York City 10. 





Sidewalk Bike 


Siebert Siclone, a sidewalk 
bike with trainer wheels features 
a positive action foot brake. 
Available in 16 in. deluxe wheel 
size, the deluxe Ciclone features: 
double adjustable troxel saddle, 
Scotch Lite reflector, ball-bearing 
housing at sprocket, ball bearing 





pedals and semi-pneumatic tires. 
Made in 14 in. standard wheel. 
O. W. Siebert Co., Gardner, Mass. 





Paint Applier 


MagiKoter may be used for 
applying oil paints or enamels. 
Produces a finish free from laps, 
runs or brush marks. Cylinder, 
perforated, 6 in. long, diameter, 
252 in. holds about one pint of 
paint and covers 50 to 75 sq. ft. 
All metal parts aluminum except 
brass bearings. Weight 111% oz. 
Removable sleeves, a complete 
set, two knit cotton and one 
heavy double knit wool sleeve. 
Illustrated instructions included 
with each MagiKoter. Fair trade 
retail price is $4.95, including 
a set of sleeves. The Kenwill 
Corp., Box 845, Cleveland 22, 
Ohio. 
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Steel Cross-Bridging 


Cleveland Steel Specialty Co., 
Inc., 3775 E. 91st St., Cleveland, 
offers ribbed steel cross-bridging 
made of 1/16 in. steel. Rust re- 
sistant finish. Supplied straight 
and flat ends are bent in nailing 





operation to conform to beam 
arrangement even when beams 
are slightly off-center. Flattened 
ends permit sub-floor to be in- 
stalled directly over bridging. 
Ribbed design, placed with peak 
section up, said to shed dust. 
Available in 20 and 17 in. 
lengths, fitting normal beam 
construction. Packed 200 pieces, 
100 sets, per carton, weight 55 
lbs. 


Screen Corner Braces 


Screen corner brace features 
countersunk holes for screws. 
Wrought steel stamping hugs 
stiles closely and prevents see- 
saw pull. Warping of stiles will 
not pull braces out of alignment. 
Packed with or without screws, 
each set of four in a kraft en- 
velope. C. Hager & Sons Hinge 
Mfg. Co., St. Louis, Mo. 




































































Li'l Sharpy Sharpener 


Milwaukee File Co., 1571 W. 
Pierce St., Milwaukee 4, Wis., 
has improved Li’l Sharpy knife 
sharpener, retailing for $1.98. 
Made of aluminum with red and 
white baked enamel finish, hand 
buffed top. Packed in individual 





plastic container, six to display. 
Maker says exact sharpening 
angle is assured through 
springed-ball-guide arrange- 
ment, without chipping, burring 
or scratching knife. File ad- 
justable. 





Welders’ Clamps 


Jorgensen shielded welders’ 
clamps known as style 120-S 
feature the Jorgensen steel 
shield over the full length of the 
clamp screw. Clamp is conven- 
tional in all respects except for 
the addition of the shield over 
the screw. Shield carries no 
part of clamping load. Made in 
sizes from 2 to 12 in. opening 
capacities. Load limits, depend- 
ing on size, run from 2400 lbs. 
to 4500 Ibs. Adjustable Clamp 
Co., 417 North Ashland Ave., 
Chicago 22, Iil. 


Drill Kit 


Skill model 587 home shop drill 
kit features a 44 in. drill with 
hand tightening chuck and safety 





trigger switch and the following 
accessories: three twist drills; 
lambswool bonnet, sanding disc, 
and 3 in. grinding wheel. Carry- 
ing case is of steel with enamel 
finish. Suggested to retail for 
$23.45. Skilsaw, Inc., 5033 Elston 
Ave., Chicago 30, III. 
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Bassick Caster 

Flying -Saucer caster is 3 1/16 
in. high, consists of a 3-in. diam- 
eter wheel on a _ swivel base. 





Wheel is saucer-shaped and rolls 
at an extreme angle. This fea- 
ture permits the caster to roll 
over obstacles and move easily 
on rough floors. The Bassick Co., 
Bridgeport, Conn. 





Magnetic Pick-Up Tool 


Magnetic pick-up tool for re- 
trieving nuts, bolts dropped into 
inaccessible spots. Permanent 
magnetic adjustable head is 314 
in. long, % in. in diameter and 





es cece te ne 
Fd 
~~ 
Pa *_ 


si Sa 


picks up tools to 214 Ibs. Knurled 
safety grip handle extends from 
1634 to 27 in. 
sion, Bingham-Herbrand Corp., 
Fremont, Ohio. 


Small Boat Propeller 


Propeloar, an aluminum de- 
vice for propelling small boats 
at about twice the speed of row- 
ing, without oars. Unit fastens 
to the back of the boat and has 
a seat and pair of pedals at- 
tached which are pushed for- 
ward alternately. Propeller 
serves as a rudder also. Folds, 
weighs 20 lbs. and retails for 
$49.95. Production Engineer- 
ing Co., Berkeley 10, Cal. 
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MARQUETTE 


HOME FREEZERS 
a big Freezer Value! 


@ Four models, 16, 11%, 8, 4 


@ Heavily insulated with Rock- 
































@ Welded steel construction 
@ Vapor sealed cabinet 
@ Counterbalanced doors 





MARQUETTE 


REFRIGERATORS 
A line that’s easy to sell! 


@ BIG 42 Ib. frozen food com- 


partment 


@ Refrigerated top-to-bottom 
@ Three crisper drawers hold 42 


quarts 


@ 171% sq. ft. of shelf area 
@ Quiet, efficient Tecumseh 


compressor 











MARQUETTE APPLIANCES, INC. 
MINNEAPOLIS 14, MINNESOTA 


307 EAST HENNEPIN AVENUE . 
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Portable Pump Unit 


Hypro portable pump unit 
consists of a % h.p. heavy duty 
motor with a 5 ft. cord, self- 
lubricating bronze pump with 


flexible Hycar rotor and a 
hinged metal handle that folds 
down when not in use. Pump 
has a hollow shaft which slips 
on the motor shaft. It will lift 
water up to 10 ft. unprimed, 22 
ft. primed. Delivers up to 5 
gals. per minute. Weighs 27 
lbs., and is equipped with stand- 
ard garden fittings. Retails for 
$37.50. Hypro Engineering, Inc., 
404 Washington Ave. N., Min- 
neapolis, Minn. 


Barbecue Grill 


Master portable barbecue grill 
model G-70 cooks both sides of 
the meat at once. Equipped with 
long-handled steak broiler, re- 
volving spit and vertical fire 
compartments that adjust for 
desired heat control. Top grid 
has sufficient space for coffee 
and pan foods. Rolls can be 
put in bun warmer. Has heavy 
steel removable wheels, ash and 





grease drawer. Grill is of heavy 
gage steel construction with 
aluminum finish. Individually 
packed, weight 65 lbs. Master 
Metal Products, Inc., 273-291 
Chicago St., Buffalo 4, N. Y. 


Philco 9 Refrigerator 


Philco Corp., Philadelphia, Pa., 
is introducing model 903 re- 
frigerator with 9.2 cu. ft. ca- 
pacity and space for 40 lbs. of 
frozen foods. To retail for 
$249.50, the refrigerator fea- 
tures a full-width horizontal 
freezer lock plus three easy-out 
cube trays. Also a quick chiller 
tray for meats, desserts and 
salads. Shelves afford 15.5 sq. 
ft. of shelf area. Crisper drawer. 
Occupies same space as former 
7-ft. models. 


Book-Ease 


Superior Plastics Division, 
Commonwealth Plastics, Inc., 
414-430 N. Oakley Blvd., Chi- 
cago 12, Ill., offers the Book- 
Ease, retailing for $1. Con- 


structed of Superlon plastic in 
mahogany with a well for read- 


ing lamp insertion. Features 
page place retainer. Packed in- 
dividually in simulated book box, 
24 to carton, weight 15 lbs. 


Magnetic Fly Box 


Series of fly boxes, models 91, 
92, and 93, for salmon flies and 
streamers. Magnets are rust- 
proof Alnico permanent type im- 
bedded in a plastic bar slotted 
to make flies easily visible. Also 
model 90 magnetic fly box fitted 
with 10 Alnico button magnets 
for dry flies. All boxes have 
clear-view lid with integral 
snap-type lock and are equipped 
with stainless steel hinges. Bill 
DeWitt Div., Auburn, N. Y. 


Handi-Chef 


The Paul V. Shell Co., 1004 
Baltimore, Kansas City 6, Mo., 
is making a unit consisting of an 
aluminum measuring cup, mea- 
suring spoon set, scoop and but- 
ter-ruler or Merry-Marker. Lat- 
ter device permits measure of 


butter in % lb. prints. Also in- 
cludes a wall hanger of nickel 
plate steel wire. Packed indi- 
vidually in blue and white to re- 
tail at $1. Packed 24 sets per 
carton with blue and white coun- 
ter display. 


Dairy Water Heater 


Permaglas portable dairy 
water heater, capacity 15 gals., is 
filled through a pour pan in the 
top and delivers hot water from 
a brass spout at the side. Heart 
of the unit is a glass-surfaced 
steel tank with thermostatically 
controlled wrap-around heating 
element. The thermostat is ad- 
justable within a range of 125 to 
185 deg. Pour pan is easily re- 
moved to permit cleaning tank. 
Finished in neotone enamel, the 
heater is 44 in. high and 18% 
in. in diameter. A. O. Smith 
Corp., Milwaukee, Wis. 


Sectional Chip Rack 


Dennison Mfg. Co., Framing- 
ham, Mass., has added a sec- 
tional poker chip rack in a 
two-tone finish. Rack has four 
removable sections, each holding 
50 poker chips. Rack is made 
of plastic throughout. Handle 
and base, one-piece ivory plastic. 
Base recessed to hold two packs 





oe | U-S-S American Fence advertising 
EY pays off in your store! 
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Iso in- 
nickel 
1 indi- 
to re- 
ts per 
> coun- 
lairy 
als., is 
in the 
- from wy A 
Heart | merican Fence advertising has two aims: 
rfaced , "aie (1) to convince farmers of the superior value of 
tically : American Fence (2) to get them to come to the 
eating . dealer’s store. 
is ad- 2 This year our campaign is bigger than ever , : 
125 to - with total advertising impressions reaching the Typical American Fence customer, 
ily re- sum of 59,750,000. Leading farm magazines a Sa at. 
tank. carrying the campaign include Country Gentle- : farm into a money maker. We've found 
el, the man, Successful Farming, Capper’s Farmer, feb. aa ead tee ie. we ws de 
| 18% Hoard’s Dairyman and many state farm papers. 1 a oS Ce Gee gue 
Smith In addition to strong national advertising, at “ey. 
our dealers get plenty of direct-mail litera- 
ture, catalogs and “‘give-away”’ manuals to help 
promote sales. If you use local radio, we'll 
gladly send you strong-selling fence commercials 
to use on your program. 
ming- If you are not now handling U-S’S American 
4 sec- Fence, Barbed Wire, Poultry Netting, and other 
in a U-‘S'S Products, write to the American Steel 
; four and Wire Company, 408 Rockefeller Building, 
olding Cleveland 13, Ohio. Farmers buy more Amer- 
made ican Fence than any other brand . . . and you 
[andle might as well profit from this popularity. 
lastic. 
packs AMERICAN STEEL & WIRE COMPANY, GENERAL OFFICES: CLEVELAND, OHIO + COLUMBIA STEEL COMPANY, SAN FRANCISCO 


TENNESSEE COAL, IRON & RAILROAD COMPANY, BIRMINGHAM ° UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


Thus mote AMERICAN FENCE tn use Gan any Cher Cuand. 


AMERICAN FENCE 
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130A Q-R Spiral 

























A tool that makes time for 
your customers makes sales 
for you. The ‘Yankee’’ 
130A converts a simple, 
easy push into a power- 
spin that drives the screw 

home. The quick-return 
(Q-R) spring automati- 
cally returns the handle 
for another power drive. 
Keeps the bit in the 
screw slot. Makes an 
easy one-hand job of 
driving and drawing 

screws even in awk- 

ward positions... 
overhead or down be- 
low, in narrow places 
or “blind” applica- 

tions. That’s the 

kind of speed with 

manpower econo- 
my aman can see 
in a moment and 
buy without hes- 


itation. That’s 
worth money 
on the assem- 
bly line, in the 
shop, for all 
kinds of mainte- 
nance work. Built 
to do hard work 
the easiest way... 
for years and years 
of willing service. 


ih 









extra drills.* sockets bits with counters 
bits | centering sinks 
sleeve 


*“*YANKEE’’ TOOLS THE TOOL BOX 
NOW PART OF OF THE WORLD 


NORTH BROS. MEG. CO. 
Philadelphia 33, Pa. 
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of cards. Has 200 chips said to 
be noiseless and unbreakable, 
and a transparent protective 
cover. 


Rubber Grips 


D. K. Copell Co., 121 E. 18th 
St., New York City, offers a line 
of rubber grips designed in vari- 
ous styles and sizes. Made of 
flexible rubber, grips are said to 
be unbreakable. Will adjust 
themselves to articles they hold. 
Come in 1 in., 1%-in. sizes. 





Available with screw, suction 
cup or for nails. Packed in il- 
lustrated boxes. 





Airclone Hassack Fan 


Illustrated is mode] 521 has- 
sock fan enclosed in a metal case 
in two tone gray or burgundy 
and beige finishes. Fan directs 
air out and up. Equipped with 
1/15 h.p. motor turning 12 in. 
deep pitched four 
blade fan; selective speeds at 
900, 1250 and 1550 rpm. An- 
other hassock model, 511, known 
as the economy style has deco- 
rative open grill work, 1/25 h.p. 
motor, 12-in. diameter fan, 









speeds of 900, 1250 and 1550 
rpm. Available in same finish 
as 521. Packed one to carton; 
guaranteed one year. Model 521 
retails for $39.95, 511 for $29.95. 
Marco Industries, Inc., Specialty 
Products Division, Depew, N. Y. 





Gas Heater Line 


Lonergan gas heater line; 
two sizes available now, 50,000 
Btu. and 70,000 Btu., both au- 
tomatic forced air models. Each 
adaptable for use with L-P, 
mixed, natural or manufac- 
tured gas. Line features auto- 
matic thermostatic control, two 
radiant aluminum lined doors; 
Spread Flame burner; and heat 
economizer to extract maximum 
heat from fuel by forcing heat 
to travel further. Heating unit 
housed in a mahogany-grained 
cabinet. Lonergan Mfg. Co., 
Albion, Mich. 


Aluminum Screen Frame 


Kaiser Aluminum & Chemical 
Sales, Inc., 1924 Broadway, Oak- 
land 12, Cal., offers an aluminum 
screen frame designed for fram- 
ing Kaiser aluminum _§ shade 


Nay 


screening but which may be 
used with wire cloth screen. As- 
sembled from framing sections 
15/16 in. wide by 7/16 in. thick, 
cover sections and cast alumi- 
num corners. When framing 
Kaiser shade screening’ the 
spline is used only at top and 
bottom of screen. No screw 
needed. 





Portable Power Saw 


Weighing 12 lbs. the 3-in. ca- 
pacity heavy-duty portable pow- 
er saw is suggested to retail at 
$66.45. It crosscuts and angle 
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New Patterns 















in time for the 









HOUSEWARES 








SHOW 









Atlantic City 
July 10th to 14th 


Booths 915-917 










MONTEREY 


Bright, festive design in vibrant 
colors to brighten any kitchen. 
Featuring exclusive - NU - ROUND 
mar-proof corners. Sizes: 17x 19 
and 15x 19. 





CHEF 


A gay, whimsical invitation to good cook- 
ing in a handsome multi-colored litho- 
graphed pattern. Exclusive Metaloid 
NU-ROUND corners are guaranteed not 
to scratch any surface. Sizes: 17x 19 and 
15x 19. 











SUNFLOWER 


Bright and cheerful as a Summer garden 
—colorful, green and yellow pattern on 
@ background of shimmering white. 
Quad-coat lithographed baked on steel. 
Sizes: 18x 20 and 14x 17. 














BE SURE TO SEE 


the complete line of Metaloid household stools, 
step stools and utility tables. New, colorful, com- 
plete — Metaloid stools feature the patented 
Wedge Lock for easy assembly, solid ieee 


THE METALOID COMPANY 


| 
5815 KINSMAN RD. CLEVELAND 4, OHIO 
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For more than 50 years Griffin 


hinges have been known for their 










fine materials and workman- 










ship. Griffin hinges are 






part of a wide variety of light 





builder's hardware... 






wa produced by 
Griffin. 





ay i I Sucry DOOR NEEDS THREE! 
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anufacturing Company 
ERIE +» PENNSYLVANIA 


SALES OFFICES 
45 Warren Street, New York 7, New York 
9 Farge Avenue, = 26, illinois 
9844 Woedward Avenue. pad Miehigan 
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IN CANADA 


15 Wellweed Avenue, Torento, Ostaric 
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cuts rough or finished lumber. 
Either right or left blade is 
available to suit preference. 
Model 87 may be fitted with a 
bevel - depth attachment for 
$7.50 which permits straight 
cuts from 11/16 in. to 2 31/32 
in. and up to 45 deg. bevel cuts 
from 1%, to 1% in. Also at- 
tachments are available for 
grooving mortar joints, cutting 
plastics, metal and hardened 
steel and mortising, cutting or 
scoring compositions, tile, stone 
and concrete. Power Tool Divi- 
sion, Mall Tool Co., 7702 S. Chi- 
cago Ave., Chicago 19, IIl. 


Flexible Pour Spouts 


Heavy duty flexible pour 
spouts available in five models: 
101 screw type double hex 
shank, cork washer; 102 same 
as 101 with cork seal cap; 102 
Pierce type, spiral turn, Neo- 
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prene washer seal; 104, same 
as 102 with 50160 mesh filter 
screen; 105, double purpose flex- 
ible pour spout, 50/60 mesh 
filter screen, inverted cap, double 
cork seal and plug. All % in. 
ID, 8-in. flexible pour spout. 
All packed 12 to box, 72 to a 
carton. Priced from 60 cents 
to $1. Edward Mfg. Co., 2617 
Rascher Ave., Chicago, III. 


Juice Bottle 


A combination mixer-storage 
bottle made for frozen juice con- 
centrates is illustrated. Patio set, 
consisting of four colored plates 
and matching mugs with handles 
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is packed in a wicker effect car- 
rying case. Plates are three sec- 
tional type with center well to 
hold mugs. Cake plate with trans- 
parent cover and colored dish is 
also available. The Plas-Tex 
Corp., Los Angeles, Cal. 


Two Pruners 


DuraCut and DuraShear one 
hand pruners feature plastic cov- 
ered grips, thumb lock, and steel 
blades which do not spread when 
making a cut. Individually boxed 
and packed in display cartons. 
DuraCut is anvil type while 
DuraShear is shear type. Former 
retails for $2.75; latter for $3.50. 
H. K. Porter, Inc., 73 Foley St., 
Somerville 43, Mass. 


Cork Pistol 


Parris straitshooter air pistol 
is 11 in. long and shoots true and 
straight. Parris corks hit but do 
no damage. Cocks for shooting 
by pushing grip down and back. 
Air compression chamber in bar- 
rel lets go with force when trig- 
ger is pulled. Equipped with col- 
ored grip and breech chamber, 
metal barrel and working parts, 
and true aiming front and back 
sights. Packed in four color car- 
ton. Parris-Dunn Corp., Clarinda, 
Iowa. 


-” 


Westfield Bikes 


Mid-Century R Series bicycle 
line comprises 46 models, includ- 
ing balloon tire models in 16, 20, 
24 and 26 in. sizes, seven models 
of lightweights including the 
boy’s Road Scout, the 63 heavy 
duty Newsboy Special and 68 
HD heavy duty special; Ben 
Hur Stabilizer models in 16 and 
20 in. sizes and the Compax 
folding bicycle. The five Star 
motobike, R9T is_ illustrated. 
Line features tank with air-flow 
trim and chrome channel strip; 
chrome tubular truss rods; full 
length chain guard; super car- 


rier with chrome tubular brace 
rods, built-in electric lights, 
containing tail light, automatic 
stop signal and reflectors. Also 
top-grain cowhide saddle, 18 in. 
therm-o-matic frame. Finished 
in eight colors including opal- 
escent shades. The Westfield 
Mfg. Co., Westfield, Mass. 


Electric Water Cooler 


Bottle type electric water 
cooler with stainless steel re- 
frigerator storage compartment, 
capacity one cubic foot. Freezes 
about 3 Ibs. of ice cubes. Will 
serve in addition, 50 deg. F. 
drinking water to about 50 office 
workers. Accommodates five gal- 
lon water bottle. Equipped with 
fulled sealed hermetic refrigera- 
tion system. Electro-galvanized 
bonderized cabinet measures 
about 16x16x41 in. without 
bottle. Cordley & Hayes, 448 
Fourth Ave., New York City 16. 


Hydraulic Coupler 


The coupler section of the 
5848 hydraulic 360 deg. coupler 
adapter swivels in a complete 
circle and may be locked in any 
one of 12 30 deg. angle positions. 
The adjustable coupler section is 
assembled with a 45 deg. angle 
body permitting coupler to reach 
around corners and make clean 
contact with fittings in reverse 
positions. A 2-in. extension 
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A parlor powerhouse — you'll find that phrase best 
describes Preway space heaters, the oil-burning cir- 
culators that outperform all others in the industry. 
That’s strong language, but it’s factual — and it’s 
facts, demonstrable facts, that turn sales your way. 

From this approach — alert engineering — look at 
Preway’s patent-applied for Air-Activated Burner with 
Thermo-Zone Burner Ring, Preway’s exclusive Heat 
Miser, Preway’s Weather Wizard forced air blower 
— sales gold that you can easily convert into business 
profits. Each one of these features leads the industry, 
beats the best that others offer — and you can show 
your customers the reasons why. 

With all of this, plus a price that competition must 
meet, the Preway line gives you a golden opportunity 
to put the heat on the booming space heater business 
in your town. Get behind this fast-moving line — 
made by the fastest-growing company in the space 


heater field — one of the big three. Write today for 
full information. 


PRENTISS WABERS PropvucTs Co. 


2750 SECOND STREET, N., WISCONSIN RAPIDS, WIS. 


CRESS SIMA. P A a ete 
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VLCHEK 


PANEL BAR 
WRENCH SETS 


Mean Multiple 
Sales For You! 


@ These handy sets give your 
customers the sizes most 
wanted. The large six-piece set 
has twelve openings varying 
from %" to 1". Sizes are marked 
on each wrench. 


They are the best designed 
carbon steel wrenches on the 
market—narrow bar for mini- 
mum weight and to decrease 
clearance required between 
obstructions. Heads fit nuts 
perfectly. 


The hinged container is attrac- 
tively enameled. Wrenches 
are offered in two finishes— 
natural black, and nickel 
plated. Sets supplied in five- 
piece, and six-piece. 


And your sales of sets mean 
sales not of one wrench but of 
five or six. May we quote you? 


THE VLCHEK TOOL COMPANY 


3001 East 87th Street © Cleveland 4, Ohio 


VLCHEK 


A COMPLETE LINE OF 
HIGH-GRADE FORGED TOOLS 











WHAT'S NEW 





adapter is available to go with 
this coupler. It is equipped 


with a locking sleeve having a 


fitting for connecting extension 
adapter to control valve or hand 
gun nozzle. Lincoln Engineer- 
ing Co., 5702-04 Natural Bridge 
Ave., St. Louis 20, Mo. 


House Markers 


Carter Perma-Mold house 
markers are made from heavy 
cast aluminum sprayed with two 
coats of weatherproof black 
paint and processed in relief to 
provide an antique iron appear- 
ance. Six models available, 
squirrel, town crier, organ 
grinder, huntsman, Tanden bi- 
cycle, and family car. Retail for 
$3.50 each. Display stand is 
available without charge packed 
as a deal, 12 assorted markers, 


two of each type, weight 26 lbs. 
Carter Co., 17 Warren St., New 
York City 7. 


Ironing Board Cover 


Tex-Knit South Pacific ironing 
board cover is colorful in restful 
guaranteed fast colors. Cover 
features an elastic edge, heavy 
duty material, guaranteed wash- 
ability and tub fast colors. Made 
to fit all standard metal and wood 
ironing board and packaged in 
four-color box. Available also in 
cover and pad set. Textile Mills 
Co., 2762-92 N. Clybourn Ave., 
Chicago 14, Ill. 


Gas Heater 


Royal Kool Kabinet gas heat- 
er features directed flow heat- 
ing, and can be installed near 


drapes or furniture without 
danger of scorching. Equipped 
with Royal super-heat cast iron 
burner, heater has Sun-Glow 
finish. Available in 20,000 BTU, 
height 27 in., width 221% in., 
depth 10%4 in. and 40,000 BTU. 
Chattanooga Implement & Mfg. 
Co., Chattanooga 6, Tenn. 


Horizontal Ejector Pump 


Horizontal ejector pump, au- 
tomatically self-priming with 
water at 25 ft. The pump was 
designed to give maximum ca- 
pacity possible at a depth set- 
ting of 20 ft. for which the unit 
is especially recommended. Pump 


has one moving part and re 
quires no lubrication. Impeller 
and built-in jet nozzle and ven- 
turi are made of bronze. Self- 
aligning rotary seal on motor 
shaft prevents water escaping 
from pump, volute and elim- 
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year since-the war it’s been the same thing. 
The demand for Revere Ware catches the retail 
trade without sufficient merchandise. The retailer 


loses sales, loses profits, loses customers... 


This year, stimulated by our big four-color ads 
in the magazines your customers read, the projected 
forecast is for a demand for twice the goods we can 
produce and this is in spite of the fact that we 
recently added a third plant to supply your needs. 


We want to help you build up your business and 
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increase your profits to the maximum. That is why 
we are urging you to place your orders for Revere 
Ware AT ONCE. Your jobber is stocking up now 
to take care of your early Fall needs. Get in touch 
with him while merchandise is still available. 


REVERE 


COPPER AND BRASS INCORPORATED 
Rome Manufacturing Company Division, Rome, N. Y. 



















see @ FAST-SELLING 


ROYAL 
SITS COM | OINT FASTENERS 
PROFITS! ROYAL 


DISPLAYS 
















Divergent corrugations, saw style, drive across 
or with grain. Available in tempered cold rolled| 
steel, galvanized and solid brass. 
DEPTH: %”. %”. 27, %", %”, %”, 1" 
TIONS: 2, 3, 4, 5, 6, 7, ete. 
—SPECIAL SIZES TO ORDER 


IN BULK: in kegs of 50 or 100 Ibs., and care 
tons of 500 or 1000. 


ost Popular Wood Joiner— 












— For Everyone! 


OW NATIONALLY ADVERTISED! 
See your job er——or write direct! 
LAL WW 


vin he I fp > 
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Independent Metal Strap Co., Inc. 


232 Third St., Brooklyn 15, N.Y. 
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WHAT'S NEW 











inates need of packing glands. 
Equipped with an 8-ft cord and 
plug wired to switch and motor. 
Fairbanks, Morse & Co., 600 S. 
Michigan Ave., Chicago 5, IIl. 





Varnish Coating 





Durmo is now available in a 
four-color process label pack- 
age with a simulated wood 
grain background. Available 
too, is a Durmo display unit, 
lithographed in full color, that 
describes the uses and features 
of the product. Durmo has been 
improved and is completely 
adapted for use on any exterior 
or interior surface where a 
clear varnish coating is de- 
sired. Seidlitz Paint & Varnish 
Co., P. O. Box 37, Kansas City, 
Mo. 


Chrome Finished Registers 





Class 800 cash registers are 
available with a chrome finish. 
Size of the machines in combina- 
tion with the finish makes them 
suitable for blending with other 
modern fixtures. Both pay cash- 


ier receipt-printing models and 
those with a large cash drawer 
are available in chrome. The 
Ohmer Corp., Box 998, Dayton 
1, Ohio. 





Scott-Atwater Outboard 


Scott-Atwater 1-25 outboard 
motor, 10 hp, is the alternate- 
firing twin type. Motor has a 
piston displacement of 14.19 cu. 
in. and develops 10 hp at 4200 
RPM. Retails for $259.60. It can 
be throttled down just like a 5 
horse motor for trolling at a mile 





an hour yet also has a high top 
speed. Equipped with optional 
two-tank fuel supply. Operator 
can use inbuilt one-gallon tank 
or by simple conversion use a six 
gal. Stowaway fuel tank. The 
Scott-Atwater Mfg. Co., Minne- 
apolis, Minn. 





Masonry Drill Set 

Century Spring Twist mason- 
ry drill set including four drills 
1%, in. maximum round shanks 
for use with % in. electric 
drills. Set CT-44 consists of 
sizes, %4, 5/16, % and % in. 
diameters. Will drill holes in 
ordinary construction material 
14 to % in. diameter. Suggested 
to retail for $6.75. Packed in 
drawer-type sealed and Cello- 
phane wrapped cardboard box 
with compartments for each size 
drill. Packed 12 per carton. Tip 
of drill of carboloy cemented 
carbide. Spring Twist feature, 
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PROFIT FACTS 


Q. What copper pot cleaner gives you a HIGH 
profit and sells faster than any other on the 
market? 


A. HIGH PROFIT, fast-moving CHORE GIRL, 
the all-copper, non-rusting, non-splintering pot 
cleaner that’s kind to women’s hands. 


“Mr. Merchant: It’s the more rapid 
turnover sellers like me, CHORE 
GIRL, that make up for the slower- 
moving items in your store. My HIGH 
profit, plus the fastest sales of all 
copper pot cleaners make it good busi- 
ness for you to keep me well-stocked 
and well-displayed on your counters 
and shelves. I take up so little room 
. . . but I pay you a BIG profit for 
that little space. 

“Your customers know my quick- 
cleaning, no-rust, no-splinter qualities. 
They’re used to seeing my lively ads 
in Life, Better Homes and Gar- 
dens, Country Gentleman, Good 
Housekeeping, Saturday Evening 
Post, Family Circle, Farm Jour- 
nal, Woman’s Day and in Nancy 
Sasser’s widely-read Buy-Lines. So 
. . . keep me in plain sight to remind 
your patrons they need me and you'll 
show handsome profits . . . 


AND | MEAN PROFITS!” 


CHORE GIRL 


METAL TEXTILE CORP. as ROSELLE 19, N. J. 
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FARMERS WANT THIS 
“BACK -SAVER” 


GLOBE MILK COOLER 


“tHE BEST COooLEer” 


Here’s your chance to make BIG money in a PRE- 
SOLD market. Farmers are getting premium prices 
for properly cooled “Grade A” Milk. They are buy- 
ing milk coolers NOW ... AND THIS IS THE 
COOLER FARMERS WANT! Here’s why... 


ONLY GLOBE HAS THESE SALES ADVANTAGES: 


LESS WORK: Wide opening doors swing open. 
Farmer S-L-I-D-E-S cans in to cool. No Back Strain- 
ing High Lifting of heavy milk cans. No Hoists. 


RUGGED CONSTRUCTION: Sturdy frame of 
No. 1 kiln dried lumber dipped in asphalt. Built to 
stand the strain of hard use and give years of depend- 
able service. 


LONG LIFE: Bonderized baked-enamel finish on 
Heavy Aluminum exterior. Galvanized liner. No rust 
or corrosion. 


INSULATION: Thick Fiber Glass ... Best and most 
effective insulation known today. 


FASTER COOLING: 3000 gallons of icy water Cas- 
cade over cans every hour. Cools milk to 39° in one 
hour. Automatic refrigeration . .. automatic time on 
water pump. 


EASIER CLEANING: Bonderized, baked enamel fin- 
ish wipes clean . . . inside flushes clean. Removable 
racks ...no reaching around. 


WARRANTY: Nationally known, hermetically sealed 
compressor carries 5 year warranty. 
IMMEDIATE DELIVERIES IN A COMPLETE RANGE OF SIZES 
BACKED BY CONSISTENT NATIONAL ADVERTISING 


Take advantage of the demand created now and in the future for 
the BEST MILK COOLER . . . THE GLOBE. Telephone, Wire 
or Write for complete detailed information today. 

Globe Dairy Equipment is backed by 58 years of 

business experience and highest credit ratings. 

Ask about 


GLOBE CAN RACKS, GLOBE WATER HEATERS, GLOBE WASH TANKS 
NEW, IMPROVED 


GLOBE ‘ase MILKER 


The Complete Milker with 


MOTOR, PUMP 
and PULSATOR 


in removable power head mounted on 
the pail. 


—_ 
2 . U. S. and Foreign 
No installations required. 


Patents Pending 


GLOBE MILKER CO., Des Moines, lowa 
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wire spiral, lifts dust up out of 
hole. Century Drill & Tool 
Works, 322 South Green St., 
Chicago 7, IIl. 


Closet Light 


Kloz-A-Lite, one-piece auto- 
matic closet light unit measures 
2x2 in. Unit fits any closet door. 
Switch operates automatically by 
the action of the closet door on 
the push button and may be put 
in either upper corner of door 
frame. Cord, flat enough to go 
under door, is plugged into a 
convenient outlet. Unit requires 
only a bulb. Retails for $1.98. 
Slater Appliance Division, Slater 
Electric & Mfg. Co., Inc., Wood- 
side, Long Island, N. Y. 


Barton Washers 


Washing machine line equip- 
ped with 23 in. tubs with a ca- 
pacit. of 25 gals. of water and 
10 lbs. of dry clothes. Also in- 
cluded in the line are washers 
with water deflector tub and 
double duty agitator, together 
with three speed washing and 
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wringing control. All are 
equipped with the latest type 
Lovell wringers. The Barton 
Corp., West Bend, Wis. 


Radio-Phono Console 


G.E. combination radio-phono- 
graph with AM and FM radio 
and a three-speed phonograph 
for automatic playing of all 
size records. Unit made with a 
mahogany veneer cabinet, 752, 
at $229.95 and a blonde Korina 
cabinet, 753, at $239.95. Fea- 
tures dual reversible stylus on 
tone arm for 3-speed record 
changer, 12 in. Dynapower loud- 
speaker and space in cabinet for 
120 records. Half-doors’ on 
cabinet conceal interior. Radio 
chassis has seven tubes plus a 
tube-type rectifier. General 
Electric Co., Electronic Park, 
Syracuse, N. Y. 


Power Shaft Slip Clutch 


The F. W. Stewart Mfg. Corp., 
4311 Ravenswood Ave., Chicago 
13, Ill., offers a slip clutch de- 
vice which is designed to pre- 
vent the Circle Ess power shaft 
from being damaged by over- 
loading. Unit disengages cable 
and stops shaft and tool from 
rotating. When load becomes 
normal, clutch re-engages the 
cable. 


Illuminated Hand Tool 


Screw driver which features 
an aluminum barrel containing 
two batteries, a bulb and a spring 
to protect the bulb if the tool 
should be dropped. Blade is set 
in tenite and resists definite 
pressure. Handle is water-re- 


sistant; blade is tempered steel 
3/16 in. wide. Available in model 
2-A retailing for 98 cents, size 
814, in. overall. Packed 12 to coun- 
ter display carton, shipping 
weight 1% lbs. or bulk packed, 
one gross on individual display 
cards. Spot Tools, Inc., Morris 
Plains, N. J. 


Korn Popper 


Everedy Korn Popper makes 
two quarts of popcorn in six 
minutes. Unit has a base of 
steel finished in chrome, a see- 
through glass cover and a Bake- 
lite handle. No shaking neces- 
sary. Using measuring cup in- 
cluded, oil and popcorn is poured 
in popper and heat turned on. 
May be served from popper. Re- 
tails for $2.49. Packed in three 
color display box. The Everedy 
Co., Frederick, Md. 


Television Lamps 


Phil-Mar reflector lamps for 
television viewing. Illustrated 
is TV 101, Tang Horse reflector 
lamp with 3-way lighting switch. 
Ceramic mirror glaze in char- 
treuse with black base. Open- 
ings on all sides allow light to 
illuminate Chinese _ motiff. 
Height 15 in. Suggested to re- 
tail for $9.95. Phil-Mar Corp., 
4712 Chester Ave., Cleveland 3, 
Ohio. 


(Resume reading on page 13) 
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Bond's Bakery, Monroe, La. 
Architect: H. H. Land, Monroe, La. 


STORES ARE CAPTURING MORE CUSTOMERS 


OU SEE a lot of changes these days along the streets of 

Southern cities. 

Storefronts are being opened wide with glass. Side- 
walks are becoming aisles of stores. And, because it is 
so easy to see in, more people are going in—to buy. 

The Visual Front is good merchandising everywhere 
... for hardware dealers as well as bakers. All kinds of 
stores, all over the counrty, are coming out from behind 
old-style fronts that blocked vision and sales. 

Some store owners keep putting it off because they 
wonder about the cost. But why wonder? Have a Libbey: 


Owens:Ford Glass Distributor give you an estimate on a 


For a modern VISUA 


ONT see your nearest 


new front. Remember, he’s a local businessman who 
knows local conditions. Knows architects and contractors 
who do store modernization and can help you get the 
most for your money. 

As for storefront materials, ‘he has the best and most 
complete line you can find—L-O-F Polished Plate Glass, 
Golden Plate to reduce fading of displays, Thermopane* 
insulating glass to reduce steaming and frost, Tuf-flex* 
doors to open up entrances, Vitrolite* glass paneling to 
beautify exterior surfaces. 

Send the coupon for name of your nearest L:O-F dis- 


tributor who can give you this complete, helpful service. 


Libbey*Owens*Ford Glass Co. 

7775 Nicholas Building, Toledo, Ohio 

Send me your book on Visual Fronts and the name of 
the nearest L*O*F distributor. 


LIBBEY-OWENS-FORD - 


GLASS DISTRIBUTOR 
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These attractive counter dis- 
plays, put to work in your store, 
will remind your customers 
that they need new Hack Saw 
Blades. These new displays 
are all ‘purpose, all around 
jobs—front (shown) and back 
are identical so you can use it 
on counter, shelf or island. It 
sells from any angle. 


New Display Packed, at no 
extra charge, for More Sales! 
Get them from your jobber — 
there's a display with High 
Speed Molybdenum Blades 
_ and one with Standard Tung- 
_ sten Blades. 


G. W. GRIFFIN CO.” 


Franklin, New Hampshire 


General Sales Agen? 
John H. Graham & Co., Inc. 
105 Duane Street, New York 8, N. Y. 


TO HELP YOU SELL 


New Displays and Other Dealer Sales Helps 





























(Continued from page 13) 
on packs and classified by fine, 
medium, course and very coarse. 
Minnesota Mining & Mfg. Co., 
900 Fauquier St., St. Paul 6, 
Minn. 


Vacuum Goods Unit 


Universal vacuum goods’ mer- 
chandiser holds nine products 
from the line. Merchandiser is 
made of cardboard, a list of con- 
tents and retail prices shown on 
its back. Also a wire rack dis- 
play for Stanley vacuum bottles 





and a display to hold three Uni- 
versal health,scales is available. 
Landers, Frary & Clark, New 
Britain, Conn. 


W here-to-Buy Calendar 


A six-sheet, 12-page calendar 
reminds housewives in 1951 
about Westinghouse appliances 
and where to buy them. Fea- 
tured on each two months cal- 
endar page is a flower subject 
in color. Small product cuts of 
the full appliance line and the 
company slogan appear at the 
bottom of each page. Dealer’s 
name and address with the West- 
inghouse identification circle are 
imprinted on calendar. Four 
menus listed on back of each 
page. Each back page illustrates 
an individual product with a 
description of its features. The 


9 by 18-in. calendars are spiral 
bound and punched for hanging. 
Westinghouse Electric Corp., 
Electric Appliance Division, 
Mansfield, Ohio. 


Hammer Merchandiser 


Stanley H12 hammer unit con- 
tains four popular priced nail 
hammers. Merchandiser is cor- 


rugated board, in blue and 
orange with spaces for pricing 
hammers. Size 11x15x4 in. 
No. H12 contains, three No. 
5114 nail hammers, three No. 
101% standard nail hammers; 
three 111% Arrow nail ham- 
mers and three 2111 Defiance 
nail hammers. Stanley Tools, 
New Britain, Conn. 


Rule Display Unit 


Eagle Rule self-dispenser dis- 
play unit consisting of 1% doz. 
6 ft. rules, 6 white Royal Eagle 
rules, at $1.35 each, 3 yellow 
All American rules at $1.15 
each, 3 white Columbia rules at 
89 cents each, 3 yellow and 3 
white Arrow rules to retail at 


ROYAL EAGLE RULE Yee 


PRECISE MEASUREMENT 


— 


69 cents each. Dealers’ price is 
$12.24 with retail realization of 
$18.36. Available, No. 1 contain- 
ing rules all with regular mark- 
ing, No. 2, rules all with inside 
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marking, No. 3, one-half regu- 
lar and one-half inside marking 
rules. Eagle Rule Mfg. Corp., 
New York City 59, N. Y. 


Warp Dispenser 


Window material merchandis- 
ing unit consisting of a counter 
or wall dispensing display rack 


and four rolls of Warp’s window 
materials. Has a built-in rolling 
table and cutting guide. Avail- 
able is a measuring device that 
can be attached. Unit complete 
with four rolls costs dealer 
$49.95. Warp Products, 1100 N. 
Cicero Ave., Chicago 51, Ill. 


Brush Display Stand 


All metal display stand for 
Emprene Colorbrite plastic bris- 
tle brushes. Display occupies 
space i2 by 24 in. and stands 
24 in. high. Displays a repre- 
sentative assortment. Unit ar- 
ranged so consumer can exam- 
ine brushes. Empire Brush 
Works, Inc., Port Chester, N. Y. 
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Wilshire Catalog 


Fireside furnishing catalog 
illustrating both ensembles and 
open stock pieces. Pul-o-matic 
curtain screen has been rede- 
signed and new features incor- 
porated. Supplement is the mer- 
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chandising plan for dealers 
consisting of six basic en- 
sembles that combine into 
groupings, giving the impres- 
sion of extensive selections. 
Plan guides dealers into the 
fireplace equipment line with 
pretested and _ selected stock. 
Wilshire Mfg. Co., 4550 Cutter 
St., Los Angeles 39, Cal. 


Paint Product Folders 


Three paint product folders 
on Rustrem, Wood-Rem and 
Heat-Rem list paint features in 
detail and contain complete 
packaging data as well as nu- 
merous merchandising and dis- 
play suggestions. Speco, Inc., 
7308 Associate Ave., Cleve- 
land 9, Ohio. 


Paint Brush Display 


Permanent perforated metal 
display available with pur- 
chase of B-2 assortment of 
household paint brushes. Unit 


can be used as an angular 
counter display, mounted on 
wall, set up straight as an 
island display, or hinged on 
side to be used as a swinging 
panel display. Panel is 26 in. 
high and 18 in. wide. Twelve 
hangers provided. Rubberset 
Co., Haynes Ave., and Lincoln 
Highway, Newark 5, N. J. 


Gibson Promotion 


Refrigerator promotion de- 
veloped about the Touch-A-Tap 
feature. This provides cold 
drinking water from a built-in 
tap in model 1130. Each pros- 
pect who enters the dealer’s 
store will receive a cool water 
tumbler and a free gift offer of 
a 24 piece set of the Royal Ruby 
tumblers to each purchaser of a 
model 11380. Gibson kit includes 
newspaper ads, post cards fea- 
turing free offers, window dis- 





TO BUILD 


SALES FOR YOU! 
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Something radical is going to happen in 
your store! For the first time your custom- 
ers are going to ask for SUNSET LINES 
«+. not just “fishing line”! 


Never happened before, has it? Here's why it's 
going to happen right after April 1st. Fishermen 
throughout the United States... in your town... 
are going to want to enter SUNSET’S “NATION- 
AL LIARS’ CONTEST.” They’re going all out to 
win a Willys Station Wagon, Harris Trailer, Trail- 
orboat, Martin Outboard Motor, Thempson Canoe 
and the other 650 amazing gifts in SUNSET’S 
$16,500 Liars’ Contest. 


AND THE ONLY WAY THEY CAN COM- 
PETE IS TO SEND IN A SUNSET LINE 
LABEL WITH THEIR ENTRY! AND THE 
ONLY WAY THEY CAN GET A SUNSET 
LINE LABEL IS TO BUY OUR PRODUCT! 


How about it, Mr. Dealer? Sound like a good 
reason for your stocking Sunset Lines and identi- 
fying your store as ‘Liars’ Club’”’ Headquarters? 


SUNSET HAS THE QUALITY! SUNSET 
HAS THE COMPETITIVE PRICE! NOW 
SUNSET GIVES YOU CONTINUOUS NA- 
TIONAL ADVERTISING ASSURANCE OF 
QUICK TURNOVER. 


Just a penny postcard is all it takes to have a 
salesman call or to have display material and full 
details shooting the rapids right your way. DO 
IT NOW, MISTER! 


April Ist to September 1st gives 
you constant SUNSET promotion! 


WRITE 
TODAY 


FOR TIE-UP DISPLAYS 
AND FULL CONTEST 
INFORMATION 








70 HELP YOU SELL 
SALES ARE B-O.o_y rao! TO HELP YOU SELL 


pR oF iTS ARE 2 si play animated with flashing 

lights to simulate’ running 
water. The Gibson Refrigera- 
tor Co., Greenville, Mich. 


5 nel 
uper Triple Plated CHROME PIPE | “°P° *a!ss Unit es 


The SalesMaker unit mea- VINYLIT 
sures and cuts ropes from coils F cushions 


Orders are coming in from all over the country. : up to 1 in. diameter in any : Kt outla: 
Sales are reaching a new high. So get set now lengths. Built-in meter counts i national 


for a big season this fall. Join the growing i =e , eS 

number of dealers who are “cashing in” on the b> “we —— coat omy ae again = " = becor 
big demand for SUPER-SHEEN! 7" ength required _in seconds. aids are 
Made of finest quality cold-rolled steel. Triple Baa" » Keen-bladed cutter is part of the 
plated—copper, nickel, and lustrous, durable > af ’ unit. Maker pays half, $17.50, 
chrome. Far superior to ordinary chrome pipe, ws the cost of the unit. Available 
yet it costs no more! Sizes 3” to 7”, complete : ’ (Ore in counter model for $12.50. 


with necessary fittings. ‘ 
SUPER-SHEEN has tremendous appeal to all a Cordage Co., Plym- 
nuth, Mass. 


women who wish to “dress up” their heaters, 
stoves and appliances. Place your order now. —— 
Display SUPER-SHEEN early in the fall... Rt i 
watch it sell! | Everhot Offer ageets 


YOU MUST SEE “SUPER-SHEEN” TO FULLY APPRECIATE ITS BEAUTY. ORDER FROM YOUR Summer special to popularize 


JOBBER, OR WRITE TO DEPT. “A”FOR FREE SAMPLE. | | the Everhot model 950 roaster, 
offers free the Everhot Roaster- 


ette with each purchase of the 
roaster at regular price. Free 
@ CLEVELAND 14, OHIO electric casserole retails for 
$9.95, thus giving the consumer a 
total value of $49.90 for the price 








GLASS D 
DISH D 

















see | of the! aster. The Swarts- 
WE DESIGNT | Secch Mie Co Tokde Ohne 


Expansion Bol# Catalog 
Catalog showing the complete 
| line of masonry anchoring de- 
P, WALL | vices and allied products, in- 
screw expansion 


2 cluding: lag 
PistoG zip shields, machine bolt expansion 





shields, machine screw anchors, 

| wood screw anchors, nail 

K L '@) W T '@) be e M4 | anchors, wire rope clips, wire 

rope thimbles, toggle bolts, turn- 

buckles, bent wire eye bolts, one 

s hole pipe clamps, carbide tipped 

First radical change in blow torch drills, star drills, cold chisels. 
design in 30 years ready NOW at : a 2 

Contains specifications and illus- 


NO EXTRA COST! . r 
bd trations. U. S. Expansion Bolt 


MORE SALES FOR YOU! PistoGrip Blow Torch is easier to Co., York, Pa. 
sell because it's easier to handle. Light-weight composition handle a 


vith finger grip indentations revolutionizes present design. Availa- . 
ble for sew ton delivery in all popular-priced models at NO Economy File Book 
EXTRA COST! Why sell obsolete models? Be the first to show the | Line of Revere file cabinets 
new P. Wall PistoGrip! is described in a booklet which 


SHOWN: Model 330 S Superior with the new PistoGrip handle points out that the line is par- 


WRITE TODAY FOR THE NEW P. WALL CATALOG ticularly for filing operations 
° WALI rd in which economy is a major 


factor. Booklet, LBV 538, may 


coy P. WA L L M F G ad C ©] ° tigen Poy ne ge ry 


Wrz 10% : 
—_ 215 Erie Street Grove City, Pa. New York City 10. 
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CLEAN UP ON SALES AT FAST’ 


cians TURNOVER PRICES! | 
pertistic's Ke Vow 
flashing Mtstee g DIAM 
running OND 
frigera- with | 
: | 
Plastic Finishes DIAMALLOY 
MAKE REAL FRIENDS because they are convenient space | 
savers. Highly functional, coated with sturdy, dependable 
t mea- § VINYLITE, they will not rust or peel. VINYLITE PLASTIC 
om coils § cushions and protects; it is superior to any other coating. 
in any ; li outlasts rubber many times over. This finish, which is 
counts nationally advertised by BAKELITE, does not stain, discolor 
ires the or become soft and sticky in soapy water. ARTISTIC Kitchen- 
seconds. aids are priced right for fast volume selling at real profit! 
t of the 
$17.50, 
vailable 
$12.50. 
Plym- 
STilelammaelil ollaleliteti) 
GLASS DRYER and 
DISH DRAINER é : ie | | 
pularize ayy SX K, | Metal 
roaster, : ~ a ceal | q 


toaster- 1 YY . 
of the i | ‘§ | Catting 


Free 

ils for Sni S 

sumer a p 

1e price 

Swartz- 

Jhio. i Are increasing in popularity every day. Electron- 
ically heat treated cutting edges so hard they hold 
their edges indefinitely . . . with handles that are 

g : light but so tough they never spring . . . and per- 

omplete - — ~ fect painstaking workmanship throughout—these 

ing de- ; —_ \ ay if are the reasons for the sudden popularity of Diam- 

‘ts, in- = p ciel alloy Metal Cutting Snips. 

pansion yf ; 

pansion IWIN-SINK. SIZE RACK 

inchors, 14x x 

}, nail 

3, wire eae y 

s, turn- 1601 2%4"s Circular Pattern 

Its, one 

| tipped ae DISH DRAINER 

chisels. 

id illus- 

on Bolt 

Heavy Duty Pattern 

abinets 9 PLATE STORAGE RACK 48-f 

- which 1x6," x52 "07" x3 Vy Combination Pattern 

is par- 

rations Contact your nearest distributor for 

major cost prices and promotional allowances. 

8, may — or write to our main office direct. D i A M 0 N D C A L ~ 

ning ton 


| Ave. ARTISTIC WIRE PRODUCTS CO., Inc. HORSE SHOE CO. 


EAST HAMPTON CONN 
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DEALER CLINICS WILL HIGHLIGHT 
N.R.H.A. CONGRESS IN SEATTLE 


A personnel relations 
clinic, one on merchandising 
and one on management with 
hardware dealers participat- 
ing, will be highlights of the 
three-day annual Congress of 
the National Retail Hard- 
ware Association which this 
year will be held from July 17 
to 20 at the Olympic Hotel, 
Seattle, Wash. 

On Monday, July 17, there 
will be no formal business 
session. Registrations will be- 
gin in the afternoon and the 
customary entertaining roll 
eall of delegates and intro- 
duction of visitors will be 
held that evening. Beginning 
at 8 p. m. there will be com- 
munity singing and a wel- 
coming address to the North- 
west by Charles H. Riley, 
Seattle, president of the 
North Coast Retail Hard- 
ware Association. 

Tuesday’s program will 
begin at 9.30 a. m. and fea- 
ture W. C. Judson’s address 
as president. The first clinic 
—on personnel relations— 
will follow, Glendon Hackney, 
editor, Hardware Retailer, 
acting as moderator. Dr. 
Henry A. Burd, Washington 
University, Seattle, will dis- 
cuss “The Business Outlook.” 

Donald Farr, hardware 
dealer of Coquille, Ore., will 
speak on “Getting Our Share 
of the Farm Market” on 
Wednesday morning, July 19, 
and the day’s clinic will be on 
merchandising with four 
dealers participating. F. R. 
Olmstead, N.R.H.A. adver- 
tising service and promotion 
manager. will act as moder- 
ator. DeWitte S. Dobson, Pa- 
cific Coast manager of the 
Curtis Publishing Co., San 
Francisco, Cal., will address 
the session on “What Your 
National Advertising Cam- 
paion Means to You.” 

The management clinic will 
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be held Thursday with J. W. 
Sheely, N.R.H.A. merchandis- 
ing and management service 
manager as moderator. Two 
scheduled speakers will be 
Luther Stein, vice-president 
and general sales director, 
Belknap Hdwe. & Mfg. Co., 
Louisville, whose subject is 
“The Passing Parade” and 
Arch N. Booth, manager, 
Chamber of Commerce of the 
United States, Washington, 
D. C., who will speak on 
“Truth In Action.” 

There will also be an after- 
noon session on Thursday 
during which committee re- 
ports will be heard and the 
installation of officers will 
take place. The Rev. William 
Hills, Vicar of Cadboro Bay, 
B. C., will then deliver an 
address entitled, “Let’s Fight 
For It.” 

Each of the Congress’ ses- 
sions will start off with com- 
munity singing. Among the 
entertainment features 
planned are an old-fashioned 
get acquainted square dance 
on Monday evening begir- 
ning at 10 p. m.; a ladies tea 
honoring Mrs. W. C. Judson 
on Monday afternoon. Tues- 
day’s entertainment program 
will consist of a golf tourna- 
ment in the afternoon and a 
sightseeing trip to the Brem- 
erton Navy Yard which in- 
cludes inspection of a section 
of a battleship undergoing 
repairs. The evening meal 
will be at the Navy Yard 
cafeteria and the return to 
Seattle will be a moonlight 
trip. 

On Wednesday afternoon 
sightseeing tours of Seattle 
and vicinity are planned, the 
selection being up to the in- 
dividuals. Transportation 
will be by private automo- 
biles furnished by the North 
Coast hosts. The annual ban- 
quet and floor show will be 


held in the evening at 7.30. 

For Friday, July 21, a post- 
congress all-day trip to Vic- 
toria, B. C., is the program. 
The boat leaves Seattle at 
8.30 a. m., arrives at Victoria 
11.30 a. m., where luncheon 
will be served at the Empress 
Hotel or Crystal Gardens. 
The party will leave Victoria 
at 4.30 p. m., arriving in 
Seattle at 8.30 in time to 
catch evening trains. 


CRITTENTON DIRECTS 
SCHICK SALES 


Kenneth C. Gifford, presi- 
dent of Schick, Inc., Stam- 
ford, Conn., has announced 
the appointment of Chas. N. 
Crittenton as director of 
sales and advertising. 


Cc. N. CRITTENTON 


Mr. Crittenton was for 
many years assistant sales 
manager of the Colgate- 
Palmolive-Peet Co., Jersey 
City, N. J., and general sales 
manager of the Pepsodent 
division of Lever Bros. More 
recently, he was sales man- 
ager for Lever Brothers Co., 
in New York. 


RICHARD R, FOWLER 


SWARTZBAUGH SALES 
DIRECTED BY FOWLER 


Richard R. Fowler 
been appointed sales man- 
ager for Everhot and related 
appliance lines of The 
Swartzbaugh Mfg. Co., To- 
ledo, Ohio, it was announced 
recently. 

Mr. Fowler will assume 
full responsibility for sales 


policies and programs and | 
sales promotional activities. § 


He has been associated with 
the company since 1949 as 
manager, advertising and 
sales promotion. 

Prior to joining the 
Swartzbaugh organization, 
Mr. Fowler had been operat- 
ing his own business as man- 
agement consultant on sales 
and merchandising problems. 
He had formerly spent six 
years as merchandising man- 
ager, glass container division, 
Owens-Illinois Glass. Prior to 
that he had 10 years with 
Procter & Gamble, Cincin- 
nati, in various merchandis- 
ing and sales executive ca- 
pacities. 


HORROCKS.-IBBOTSON 
BUYS ROBOTROL 
The Horrocks-Ibbotson Co., 
Utica, N. Y., has purchased 
Robotrol, Inc., South Bend, 
Ind., makers of specialty 
fishing rod holders. 
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L. C. SMITH VICE PRES. 
OF SALES FOR HELLER 


George H. Hodapp, presi- 
dent of Heller Brothers Co., 
has announced that Lloyd C. 
Smith, vice-president and 


L. C. SMITH 


general manager of the Ohio 
company, has been promoted 
to vice-president in charge of 
sales of the parent company, 
with headquarters in the 
main offices in Newark, N. J. 

Mr. Smith joined the 
Heller organization in 1944. 
After a brief service as sales 
representative, he was ad- 
vanced to assistant domestic 
sales manager. Two years 
later, in 1946, Mr. Smith re- 
linquished this position to 
take charge of the production 
of Heller files, hammers, 
wrenches, trowels and other 
Heller tools in the company’s 
factory at Newcomerstown, 
Ohio. 

Before joining Heller Mr. 
Smith was associated with 
the file industry for 32 years. 
During this time, he covered 
all sales territories east of 
Chicago and south as far as 
Washington. 


OPEN ONONDAGA HDWE. 


The Onondaga Hardware 
Co., Inc., was recently or- 
ganized at 2027 Teall Ave., 
Syracuse, N. Y. H. B. Pil- 
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ger, formerly with Burhans 
& Black, is president of the 
new company. Other officers 
include: Frederick Falso, 
vice-president and Frank J. 
Falso, Jr., treasurer. The 
company’s operations are 
wholesale, handling  hard- 
ware, mill and allied lines. 


R. E. DIETZ COMPANY 
MOVES TO SYRACUSE 


R. E. Dietz Co., has an- 
nounced the removal of its 
main offices and warehouse 
located at 60 Laight St., New 
York City, to facilities pro- 
vided at the manufacturing 
plant at 225 Wilkinson St., 
Syracuse, N. Y. 


C. V. LIPPS DIRECTS 
SIMONIZ SALES 


W. Gardner Barker, exec- 
utive vice-president of The 
Simoniz Company, Chicago, 
recently named Charles V. 
Lipps as general sales man- 
ager of the company. 

Mr. Lipps comes from the 
Carnation Co., where he was 
eastern division sales man- 
ager, headquartered in New 
York City. Mr. Lipps has 
been associated with that 
company since 1936. Prior 
to that time he was with 
Kirkman & Son, Inc., soap 
products, in supervisory 
sales capacities. 


S. C. JOHNSON & SON 
ELECTS OFFICERS 


The board of directors of 
S. C. Johnson & Son, Inc., 
Racine, Wis., recently elected 
three new officers. H. F. 
Croft was named acting gen- 
eral manager, assuming the 
responsibilities and duties of 
J. J. Babb, who has left the 
company to become president 
of Lever Brothers Co. R. W. 
Carlson was elected sales 
vice-president and Dr. J. V. 
Steinle, research and devel- 
opment vice-president. 

Mr. Croft is managing 
director of the company’s 
Canadian affiliate, S. C. 
Johnson & Son, Ltd. 


1950 


LEO C. MAY HEADS 
MAY HARDWARE CO. 


LEC C. MAY 


Leo C. May has been re- 
cently elected president of the 
May Hardware Co., whole- 
salers, Washington, D. C., 
succeeding Arthur J. May, 
who resigned from the office 
of president and has as- 
sumed the position of chair- 
man of the board. 

Arthur J. May joined the 
company in 1900 as assistant 
to the shipping clerk. He was 
advanced to a counter sales- 
man’s position and eventually 
became an outside city sales- 
man. After several years in 


ARTHUR J. MAY 


that capacity he returned to 
the office and held several po- 
sitions until 1909 when he 
was elected vice-president. 
Upon the death of his father, 
Frank P. May, founder of the 
company, he was made presi- 
dent. He is a director of The 
National Bank of Washing- 
ton. 

Other officers of the organ- 
ization are Frank P. May, 
vice-president; Harry E. 
Young, vice-president; Leon- 
ard S. May, secretary and 
treasurer, artd Donald L. 
May, director of sales. 








PRATT & LAMBERT, INC. 
ADVANCES TWO EXECS. 


Pratt & Lambert, Inc., has 
announced the advancement 
of W. W. Schroeder, J. G. 
Gallagher and R. J. Sullivan, 
executives of the western di- 
vision, Chicago, to higher 
positions. 

Mr. Schroeder has been ap- 
pointed resident manager of 
the western division, having 
previously served as sales 
manager. He has been with 
the company since 1935. 


Mr. Gallagher, who start- 
ed with Pratt & Lambert in 
1920, has been made assist- 
ant resident manager ut 
Chicago. He was formerly 
director of the trade service 
department until 1947 when 
he was appointed to the posi- 
tion of head of the trade 
sales department. 

Mr. Sullivan, now manager 
of the credit department of 
the western division, has 
been with the company since 
1929. 
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Stanley Tools Div. Appoints 
Freedell General Sales Mer. 


C. Kenneth Freedell has 
been advanced to the posi- 
tion of general sales man- 
ager of the Stanley Tools 


C. KENNETH FREEDELL 


Division, The Stanley Works, 
New Britain, Conn., succeed- 
ing Robert M. Parsons, who 
will continue with Stanley in 
a consulting and advisory 
capacity. 

Mr. Freedell joined the 
company in 1923. Two years 
later he transferred to the 
advertising department and 
handled Stanley Tool and 
Stanley electric tool advertis- 
ing. In 1939 he was ap- 
pointed assistant to the sales 
manager. 

During World War II, he 
served the WPB as a hand 
tool specialist from 1943 
through 1944. A year later 
he became sales manager of 


Stanley Tools and two years 
ago celebrated 25 years of 
service with the company. 
Mr. Parsons who marked 
his 70th birthday last March, 
at the same time completing 
50 years of continuous ser- 
vice, started his Stanley ca- 
reer in the packing room. He 
soon transferred to sales and 
began to call on customers in 
New England and Canada. 
In 1913, he became manager 
of the Atlanta office. Mr. 
Parsons returned to New 
Britain in 1922 as sales man- 
ager of Stanley Tools Divi- 
sion and in April, 1945, was 
made general sales manager. 
Mr. Parsons has seen Stanley 


ROBERT M. PARSONS 


Tools shipments grow to 
where they are greater in 
one month than they were 
in any one year when he 
started. 








NORGE HEAT DIVISION 
HEADED BY DAVIS 


C. S. Davis, Jr., has been 
advanced to the presidency 
of Borg-Warner Corp.’s, 
Norge Heat Division, Detroit, 
Mich. Mr. Davis was for- 
merly vice-president and gen- 
eral manager of Norge Heat. 
Previously the chief execu- 
tive of the division was G. P. 
F. Smith, who has relin- 
quished this post to devote 
his time to his duties as 
president of the Norge divi- 
sion. 

Mr. Davis started his ca- 
reer as a chemist with Mar- 
bon Corp., Borg-Warner 
subsidiary. He was made 
assistant to the manager of 


the heating division of Norge, 
then manager of that divi- 
sion, and finally executive 
engineer of the entire Norge 
Division. He has been gen- 
eral manager of Norge heat 
since it was founded as a 
separate division of Borg- 
Warner in 1946. 

The promotion of W. F. 
Krueger, Detroit, from as- 
sistant treasurer to secretary 
and treasurer of Norge Heat 
also was announced. 


CULLOM DIRECTS BOARD 
FOR R. HOE & COMPANY 

Neil P. Cullom has been 
elected chairman of the 
board of directors of R. Hoe 
& Co., Inc., 910 E. 138th St., 


New York City, succeeding 
H. M. Tillinghast, who has 
retired from that post be- 
cause of ill-health, Joseph L. 
Auer, president, announced 
recently. 

Mr. Auer continues as 
chief executive officer of the 
company, printing press and 
saw manufacturers. 

Mr. Cullom, general coun- 
sel to R. Hoe & Co., Inc., has 
been a member of its board 
of directors for 13 years. 


NATIONAL ENAMELING 
NOW NESCO, INC. 


National Enameling & 
Stamping Co., Milwaukee, 
Wis., recently received stock- 
holder approval to change its 
name to Nesco, Inc. The 
name Nesco has appeared for 
many years as a trade mark 
on the company’s electric 
roasters and other products. 

The change will prove a 
definite advantage to the 
company’s selling force since 
we now plan to concentrate 
our promotion and advertis- 
ing on the known trade- 
mark, asserted Arthur Keat- 
ing, president. 


SAMSON UNITED NAMES 
DIRECTOR OF SALES 


Samson United Corp., 
Rochester, N. Y., has an- 
nounced the appointment of 
Lewis Vogler as sales man- 
ager succeeding William G. 
Church, vice-president in 
charge of sales of the com- 
pany for the past 10 years, 
who has resigned in order 
to devote his full attention to 
the operation of the William 
G. Church Corp., a national 
sales organization, which he 
founded several years ago at 
350 Fifth Ave., New York 
City. 


JERRY NEWMAN HEADS 

MOORE ENAMEL SALES 

Jerry Newman, after about 
six years’ absence, has re- 
joined The Moore Enameling 


be i 5 
JERRY NEWMAN 


& Manufacturing Co., West 
Lafayette, Ohio, as active 
sales director. 

Mr. Newman_ served 
Memeo for nine years, first as 
advertising manager and 
later advancing to sales man- 
agement, which position he 
resigned in 1944 to join the 
Union Fork & Hoe Co. as 
sales promotion manager. 

For the past two years he 
has been associated with the 
merchandising department of 
Young & Rubicam, Inc., ad+ 
vertising agency, in its Chi- 
cago office. 


SUPPLY & MACHINERY 
MFR’S. MOVE 


American Supply & Ma- 
chinery Manufacturers’ As- 
sociation, Inc., which pre- 
viously maintained its 
headquarters in Pittsburgh, 
has moved to 509-511 Dupont 
Circle Bldg., 1346 Connecti- 
cut Ave. N.W., Washington 
6, D.C. 








John Finnegan Heads Sales 
For Edw. K. Tryon Company 


John A. Finnegan, former- 
ly field sales manager for 
Masback, Inc., 330 Hudson 
St., New York City, hard- 
ware wholesalers, has_ re- 
cently joined Edw. K. Tryon 
Co., 815-819 Arch St., Phil- 
adelphia 5, Pa., hardware 
wholesalers, as director of 
sales. 

Mr. Finnegan started his 
hardware career with the 
former Geo. Richards Co., 


Dover, N. J., in 1920. He 
joined Masback in 1923, cov- 
ering Greenpoint, Brooklyn, 
N. Y. Then for seven years 
he handled the Jersey shore 
territory. From 1947 to 1949 
he was named field sales 
manager, training young 
sales representatives. 

Mr. Finnegan has written 
several hardware articles for 
HARDWARE AGE. 
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Never Before SUCH POWER... 
Never Before SUCH VALUE... 


in Chevrolet P*L Advance-Design Trucks 


America has learned to expect the most from Chevrolet. 
And now the line that outsells all others brings truck users 
still more: More power —to make light of maximum loads. 
More value —to make sure of minimum costs. 

Everywhere—on every kind of job, every kind of road 
—these new PeL models are proving themselves the great- 
est of a great line. Yet Chevrolet trucks are notably low 
in price and in operating and maintenance costs. No 
wonder that year after year Chevrolet trucks are the 
Nation’s Favorite! 


CHEVROLET MOTOR DIVISION, General Motors Corporation 
DETROIT 2, MICHIGAN 


LEADING WITH ALL THESE PLus FEATURES: 


e TWO GREAT VALVE-IN-HEAD ENGINES: the New 105-h.p. Load- 
Master and the Improved 92-h.p. Thrift-Master—to give you greater 
power per gallon, lower cost per load « THE NEW POWER-JET 
CARBURETOR: smoother, quicker acceleration response ¢ DIA- 
PHRAGM SPRING CLUTCH for easy action engagement «© SYNCHRO- 
MESH TRANSMISSIONS for fast, smooth shifting ¢ HYPOID REAR 
AXLES—5 times more durable than spiral bevel type « DOUBLE- 
ARTICULATED BRAKES—for complete driver control « WIDE-BASE 
WHEELS for increased tire mileage «© ADVANCE-DESIGN STYLING 
with the “Cab that Breathes’” e¢ BALL-TYPE STEERING for easier 
handling ¢ UNIT-DESIGN BODIES—precision built. 
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CHEVROLET 
P. 


ADVANCE-DESIGN TRUCKS 


Poo ularity Low ders 


Chevrolet trucks outsell all others. In every 
postwar year truck users have bought 
more Chevrolets than any other make— 
proof of the owner satisfaction they have 
earned throughout the years. 


* * 
Foediuen ance Ladies 


The new Chevrolet P*L trucks give you high 
pulling power over a wide range of usable 
road speeds—and on the straightaway, 
high acceleration to cut down total trip time. 


Pasiioad Lesedlions The 


rugged construction and all-around econ- 
omy of Chevrolet P*L trucks cut operating 
and repair costs—let you deliver the goods 
with real reductions in cost per ton per mile. 


* * 
P rice Leaders The Chev- 
rolet truck line is the very lowest priced line 
in the field—saves on initial cost. What's 
more P*L trucks give owners dollar and 
cents savings in maintenance and operation. 

















American Steel & Wire Names 
Cordes Sales Staff Mer. 


Wilmer H. Cordes, man- 
ager of market development 
and advertising of American 
Steel & Wire Co., Rockefeller 


WILMER H. CORDES 


Bldg., Cleveland, has been 
named general staff manager 
of the company’s sales de- 
partment, it was announced 
recently by H. M. Francis, 
vice-president-sales of the 
U. S. Steel subsidiary. 

In his new capacity, Mr. 
Cordes succeeds Paul L. Lind- 
say, recently appointed Cin- 
cinnati district manager of 
sales. 

Mr. Cordes has been asso- 
ciated with American Steel & 
Wire since he started at the 
age of 16 as a messenger in 
the company’s Chicago sales 
office. After a few months he 
became general clerk, and in 
1922 was named assistant 
advertising manager. Six 
years later he became man- 
ager of the advertising de- 
partment, and in 1935 the 
sales promotion responsibil- 
ity also was added to his as- 
signment. 

At various times he has di- 
rected sales promotion and 
research, market develop- 
ment and advertising. Since 
February, 1948, he has been 
manager of market develop- 
ment and advertising. 

The establishment of sepa- 
rate market development di- 
vision in the general sales 
department of American 
Steel & Wire Co. was also an- 
nounced. 

Appointed as manager of 
the market development divi- 
sion was John E. McGrath. 

Mr. McGrath served in the 
Army during the war, and 
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has been associated with the 
company since 1946, serving 
in various sales promotion 
and market development as- 
signments. 


DIETERICH RETIRES 
AS RYERSON V. P. 


V. H. Dieterich, vice-presi- 
dent and director of Joseph 
T. Ryerson & Son, Inc., Chi- 
cago, steel warehousing con- 
cern, has recently retired 
after more than 45 years’ 
service. He resigned his 


V. H. DIETERICH 


office last year, due to ill 
health and has acted in a 
consultant and advisory ca- 
pacity. 


JOHNSON HEADS SALES 
FOR CORDLEY & HAYES 


James L. Johnson has beeh 
named sales manager for 
Cordley & Hayes, 443 Fourth 
Ave., New York City 16. 

During the past four years, 
Mr. Johnson has been suc- 
cessively district manager 
and regional manager. Prior 
to his joining Cordley & 
Hayes in 1946, he was dis- 
trict merchandise manager 


over a newly established 
position. His duties will in- 
clude direction and integra- 
tion of all functions of the 
service department, field ser- 
vice, and sales promotion of 
service parts. 

Mr. Chapman was former- 
ly with Sears, Roebuck & Co., 
for 17 years, starting as a 
radio repair man in the Gary 
store in 1933. His final posi- 
tion was senior engineer and 
first assistant to the national 
supervisor of all Sears ser- 
vice departments. 


WORTHINGTON NAMES 
TWO DIST. MANAGERS 


A newly-created position of 
central sales manager, direct- 
ing the sales of Buffalo, De- 
troit, Cleveland, Cincinnati 
and Pittsburgh offices has re- 
cently been filled by William 
A. Meiter, according to an 
announcement by the Worth- 
ington Pump & Machinery 
Corp., Harrison, N. J. 

Mr. Meiter became a mem- 
ber of the Worthington train- 
ing class of 1927. He then 
became a sales engineer in 
the Cleveland district sales 
office where he remained 
until he was named man- 
ager of the Buffalo office. 

Mr. Stovall has been with 
the company 21 years, hav- 
ing joined as an estimator in 
the Pittsburgh district sales 
office. He became a sales 
engineer in 1932. He was 
transferred to the Rochester 
branch office 10 years later 
where he served as a sales 
engineer. 


BECKLOFF TUBING DIV. 
MGR. FOR RYERSON 
Allen P. Beckloff has been 
named manager of the tubu- 
lar products division of Jo- 
seph T. Ryerson & Son, Inc., 


rolg 


ALLEN P. BECKLOFF 


Chicago, Ill. He was pre- 
viously manager of the tubu- 
lar products department of 
the Ryerson plant in Cleve- 
land. 


SLATER ELECTRIC NAMES 
TWO SALES AGENTS 


Slater Electric Mfg. Co. 
Inc., Woodside, N. Y., has 
announced Ira L. Arkin Co., 
Inc., 412 N. Orleans St., Chi- 
cago 11, to cover northern 
Illinois, and Robert R. Yusen, 
204 Purchase St., Boston, for 
Maine, Vermont, New Hamp- 
shire, Rhode Island and Con- 
necticut. 








Honor Fred Scholl at Testimonial Dinner 


for the Peninsular district of + 


the Graybar Electric Co., 
Jacksonville, Fla. 


WHIRLPOOL NAMES TOP 
SERVICE EXECUTIVE 


The appointment of J. R. 
Chapman as general man- 
ager in charge of all service 
operations was announced re- 
cently by Elisha Gray, pres- 
ident of the Whirlpool Corp., 
St. Joseph, Mich. 


Mr. Chapman is taking 


In honor of his 20 years of service as an officer of the 
Hardware Square Club, Fred Scholl, president, Long Island 
Hardware Co., Long Island City, N. Y., was honored guest 
at a testimonial dinner June 20 at the Eden Cafe, New York 
City, attended by 96 members and guests. Following toasts 
to Mr. Scholl, who retired that night as treasurer of the club, 
and dinner he was presented with a pen and pencil set and 4 
traveling bag by Irving Feldman, Keystone Bolt & Nut Co. 


in behalf of the Square Club. 


Mr. Scholl is shown receiving 


the good wishes and gifts from Mr. Feldman. 
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Most of the light is directed 
upward through inside-frosted 
portion of the lamp. 


>: 


Here it is, actual size— 
General Electric’s new 
50-GA lamp! 50-watts. 
List price, 4Q¢ plus tax 





Enamel coating on under- 
portion of lamp softens the 
downward light. 





A market of 100,000,000 sockets 
for this new kind of lamp! 


New General Electric 50-GA 


lamp is specially designed for 
fixtures like these... 


ERE’S a new General Electric lamp bulb to meet the 

needs of the hundreds of customers in your neigh- 
borhood who have ceiling fixtures like those shown 
here. It’s the new 50-GA lamp—specifically designed 
for overhead lighting fixtures where bare lamps in base-up 
Position are now used. This new lamp bulb adds beauty 
to chandeliers and fixtures, gives a charming, indirect- 
lighting effect, softens the light to flatter home furnishings 
and complexions. 


The secret lies in a revolutionary new shape which 


directs most of the light upward, plus an enamel coating 
on the lower part of the lamp which gives the downward 
light added glamour and warmth. 


Surveys indicate that American homes have more than 
100,000,000 sockets that need 50-GA lamp bulbs. And 
since customers buy six or eight 50-GA lamps at a time to 
fill an entire chandelier, you make a high unit sale. 
Get your share of this big market by featuring General 
Electric 50-GA lamps prominently in your store. Now 
available in 50-watt size, at 40¢, plus tax. 


GENERAL @@ ELECTRIC 
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Nesco Elects W. P. Howlett 


Executive Vice-President 


The election of William P. 
Howlett as executive vice- 
president of National Enam- 


WILLIAM P. HOWLETT 


eling & Stamping Co., Mil- 
waukee, Wis., was announced 
recently. 

Mr. Howlett resigned as 
vice-president of Carl Byoir 
& Associates, national public 
relations and promotion 
agency, to accept the posi- 
tion. 

Also announced was the 
election of Emmett J. Gard- 
ner as first vice-president of 
the corporation. He has been 
vice-president in charge of 
manufacturing. James F. 
Howard, vice-president and 
secretary of the corporation, 
was given the additional re- 
sponsibility of financial vice- 
president. 

The new executive vice- 
president had had wide ex- 
perience in the fields of sales 
promotion, advertising, pub- 


lic and industrial relations 
and merchandising. 

Before joining the Byoir 
organization in 1946, he 
served as director of public 
relations, advertising and 
sales promotion of Willys. 
Overland Motors. He also 
held the position of assistant 
to Charles E. Sorensen, pres- 
ident of the Toledo concern, 

He will continue to serve 
as consultant on promotion to 
the Economic Cooperation 
Administration in Washing. 
ton. 

Mr. Gardner joined Neseco 
in 1939 as vice-president in 
charge of manufacturing. 
Prior to that time, he had 
been vice-president of the 
Grand Rapids Brass Co. 


JOHN F. MYERS HEADS 
WESTINGHOUSE SUPPLY 


The board of directors of 
the Westinghouse Electric 


Supply Co., recently electei 


John F. Myers president t 


succeed David M. Salsbury.§ 


Mr. Salsbury becomes vice- 
president in charge of Texas 


and Pacific Coast operations 
of the Supply Co., with head-§ 


quarters in San Francisco. 
Mr. Myers has 
years of experience in the 
marketing of both consumer 
and industrial products d 
the electrical industry. 
When the Westinghouse 
Electric Supply Co., was or 
ganized, Mr. Myers. was 
made branch manager it 
Washington, and in 1945, he 
was appointed manager 
the Middle Atlantic distri¢ 
of the company. Earlier it 
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Parker’s Hack Saw Line, with exclu- 
: . ' 1950 he was named manage! 
ee sive quality features, will appeal to of Westinghouse Electr 
2 all your customers’ tastes and pocketbooks: consumer product factory 
1. Rugged long life construction. 2. Patented forged one branches in the middle At§ 
piece ends and forged one piece studs — no pins to lose. —_ —. — 
3. Adjustable for standard blade lengths. 4. Blades may ee cee fon a 
‘ ger b ‘ pe tric Railway & Manufactur 
be faced in four directions. 5. Comfortable, easy-to-grip “aa ers’ Supply Co., of Sa 
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PARKER MANUFACTURING CO. 


MASS., VU. S&S. 


WORCESTER I, 


ferred to New York as ger 
eral manager of the Suppl) 
Co., in 1933. He was elected 
a vice-president in 1944, e& 
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ecutive vice-president in 1 
and president in 1948. 


and ACKERMANN-STEFFAN DIVISION | 


Manufacturer of Famous Trojan Coping, Jig and Jewelers’ Saw Blades | 
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EMMETT J. GARDNER Howard H. | 
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P. C. McDermott Head Buyer | | 


For Wright & Wilhelmy Co. OBBER ° 

or Wright elmy Lo. . 
Wright & Wilhelmy Co., will buy heavy hardware and eo 4 

10th and Jackson Sts., staple lines formerly handled ; } - 

Omaha, Neb., has announced by Mr. Cameron. | | C7€E hey y LIA 


the appointment of P. C. Mc- Mr. Cameron started his 
Dermott as head buyer of the hardware career in the ware- 
wholesale hardware firm house, eventually working | 
succeeding Andrew Cameron, his way through stock taking, 
vice-president, director and catalog work and into the 
head buyer, who has retired buying department. 
after 43 years of service. Albert A. Meier, who has | 
Mr. McDermott has had 34 had 21 years’ service, will 
years’ service with the com- add builders’ hardware and 
pany, and has for many years some general hardware items 
been a buyer of housewares to his tool and _ industrial 
and associated lines. He now lines. 
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ALUMINUM INDUSTRIES _ Spar seal and clear sealer, a 
EXPANDS PAINT DIV. Spar oil, reinforcing oil, log- 
wood oil and redwood finish. 








Aluminum Industries, Inc., 
Cincinnati, Ohio, has. ex- 


















srass Co. : . 

yg eral ip nage of its R. D. WERNER OPENS 
= “om ivision to | inctae a CANADIAN PLANT 

ine of varnishes, sealers and 
RS HEADS reinforcing oils. R. D. Werner Co., Inc., 
SE SUPPLY According to Lyle B. Paris, 295 Fifth Ave., New York 







sales manager, the new line City 16, has recently opened 
which is being marketed un- a new factory for R. D. Wer- 
der the Permite brand name, ner Co., Canada, Ltd., 
contains interior and exterior Oshawa. The president of 
Spar varnish, clear gloss var- the Canadian company, R. D. 
nish, satin finish varnish, no Werner, also heads opera- 


gloss flat varnish, bar top tions of the parent company 
varnish, exterior marine spar in New York City. 


varnish, four-hour floor var- Gerald R. Whipman, man- 


nish and 60-minute varnish. ager of the original plant, | / 

Also included are a concrete established in 1947, is secre- | | 
sealer and hardener, gymna- tary and managing director 

sium floor sealer, universal of the new plant. i 
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CH. Junchin . Here’s the new, easy, convenient way to buy 
gkind Heads Hardware Square Club | the famous “X-L’” Quality Standard Merchant 


| Pipe Couplings! All sizes from 1%’ to 2”, in 
black or galvanized, are packaged—at no extra 
| | cost! Yl", 14", 34", 10" packed 100 to carton; 
| 34" packed 50 to carton; 1'’ packed 30 to 
‘arto; 114" and 11,4" packed 25 to carton; 2” 
peked 20 to carton. "X-L"” Packaged Cou- 
plings are easier to warehouse, easily identified 
as to size and quantity, facilitate shipping and 
stop couplings loss. Order yours today! Imme- 
diate delivery! 


George H. Jungkind, Seneca Wire & Mfg. Co., was WHEELING MACHINE 
elected as president of the Hardware Square Club, at its June 
20 meeting at the Eden Cafe, 285 Broadway, New York City. PRODUCTS COMPANY 
Vice Charles A. Pincus, Stanley Works; 


presidents are: 


Howard H. Jungkind, Tuck Mfg. Co., and Les Bochner, At- 


lantic Hardware & Supply Co. Roy Fowler, Franklin Hard- | ELM GROVE STATION 


ware Co., is secretary and Richard Hubler, Universal Screw 


& Bolt Co., financial secretary. Edward Brandt, Long Island WHEELING WEST VIRGINIA 
/ 


Hardware Co., Long Island City, N. Y., is treasurer and re- 

tiring president. In the photo left to right are: Messrs. Hubler, 

Fowler, Brandt, George Jungkind, Bochner, Pincus and Factory ‘Phone: ELM GROVE 3296 
Howard H. Jungkind. 
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John Ansink Wins Central States Hdwe. 


Golf Trophy at 12th Annual Party 


The Central States Hard- 
ware Club, Inc., 359 La Salle 
Hotel, Chicago 3, IIl., held its 





ROLLIN B. PLUMB 


12th annual golf party, June 
22, the Tam O’Shanter Coun- 
try Club. Seventy-eight mem- 
bers and guests played golf, 
93 attended lunch and 125 en- 
joyed dinner. The Club Cup 
was won by John F. Ansink, 
The Round Chain & Mfg. Co., 
with a low net of 71. 

Fred L. Schulz, The Na- 
tional Lock Co., tied with a 
low net and low gross ef 71 
without a handicap and low- 
ered the course record by a 
stroke. Other leading scores 
were as follows: Second low 
net, 72, Dwight L. Myers, 
The Swan Rubber Co.; W. L. 
Hochschild, R. E. Dietz Co., 
Albert G. Busch, A. G. Busch 
& Co., Inc.; Geo. H. Beaudin, 
Jr., Wiss & Sons; Frank 
Korte, Jr., All-States Indus- 
tries, Inc., all tied for third 
with a low net of 73. R. H. 
Lewis, Jr., Irving S. Kemp 
Co., won fourth low net with 
a 74 and tied with J. Everett 
Fischer, Wickwire Spencer 
Steel Division. Jay Disston, 
III, Henry Disston & Sons; 
George Paxton, Turnbuckles, 
Inc.; K. W. Moore, The 
Eclipse Lawn Mower Co., and 
Robert A. Klein, Hibbard 
Spencer Bartlett Co., were 
all tied for fourth low net 
with a score of 75. 

Fred L. Schulz, The Na- 
tional Lock Co., first low 
gross, 71; John Dau, Hibbard. 
Spencer, Bartlett Co., second 
low gross, 82; E. E. Mulli- 
gan, Clark & Barlow Hard- 
ware Co., third low gross, 85, 
tied with J. Everett Fischer, 
Wickwire Spencer Steel Di- 
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vision; Wilbur Higgons, Star- 
line, Inc.; Joseph M. Rey- 
nolds, The Cincinnati Tool 
Co., fourth low gross, 88; Sim 
Strauss, The Arvey Corp., 
fifth low gross, 89. 

W. M. Steinbauer, The Wa- 
bash Screen Door Co., with 
88, tied with Dwight L. 
Meyers, The Swan Rubber 
Co. E. J. Flood, The Ameri- 
can Chain & Cable Co.; Ed 
Kantowicz, Hibbard, Spencer, 
Bartlett & Co., and Sam 
Peachin, Sher & Peachin, 
were tied with an 83. E. E. 
Mulligan, Clark & Barlow 
Hardware Co.; Wm. O. Jen- 
nings, Wickwire Bros., Inc.; 
Art Gasey, manufacturers’ 
representative, were tied with 
L. Les Gasey, manufacturers’ 
representative, with a 78. 

The committee in charge of 
the party included: Frank J. 
Koch, The McKinney Mfg. 
Co., general chairman; 
H. Lee Murphy, Richards- 
Wilcox Mfg. Co., chairman of 
entertainment; Ben Leve, 
The Carborundum Co., secre- 
tary; E. J. Flood, The Ameri- 
ican Chain & Cable Co., vice- 
president, handled _ four- 


somes; Lowell S. Pickup, The 
Stanley Works, Inc., handled 
scoring and handicapping; 
James A. Billings, treasurer ; 
Ben Leve, secretary, The 
Carborundum Co., handled 
the records. 

Rol. B. Plumb, The Eagle 
Lock Co., president of group, 
opened after-dinner festivi- 
ties and introduced the chair- 
man. Gilbert Shahbaz, The 
John H. Graham & Co., Inc., 
rendered several songs. 





WESTINGHOUSE NAMES 
LAMP DIST. MGR. 


Ira G. Deitrick has been 
appointed manager of the 
New England district, West- 
inghouse Lamp Division, 
Westinghouse Electric Corp., 
Bloomfield, N. J., succeeding 
George H. MacGilvray, who 
has retired after 36 years of 
service in New England. 

Mr. Deitrick will hand!e 
the sales and distribution of 
Westinghouse lamps _ in, 
Maine, New Hampshire, Ver- 
mont, Massachusetts, Rhode 
Island and Connecticut. His 
headquarters will be at 10 
High St., Boston, until the 
office and lamp warehouse in 
Belmont is completed. 











L. L. Estes, region manager, Landers, Frary & Clark's, 
electric housewares division, and Frank Connor, president of 


W. S. Donnan Hardware Co., 


hardware 


Richmond, Va., 


wholesalers, mark Universal's 108th year in Richmond. The 
Donnan company is one of the oldest hardware distributors 
in that area, and has purchased goods from Universal since 


1840. 
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CREECH ASS’T SALES 
HEAD WESTINGHOUSE 
APPLIANCE DIV. 

The appointment of Wil- 
liam B. Creech, of Atlanta, 
Ga., as assistant sales man- 





WILLIAM CREECH 


ager of the Westinghouse 
Electric Appliance Division, 
Mansfield, Ohio, was  an- 
nounced recently. 

Mr. Creech is a 21-year 
veteran in Westinghouse ap- 
pliance division sales offices 
and has held every position, 
except as a service man, in 
the division’s southeastern 
district. He was sales promo- 
tion manager at Birming- 
ham, Ala., when the present 
southeastern sales district 
was two districts. Mr. Creech 
was transferred to Atlanta, 
the present headquarters for 
the district, in 1939 and in 
1940 was made district man- 


ager. He held this position 
until his present appoint- 
ment. 





BILL GERSTNER NOW 
MANUFACTURERS’ AGENT 


W. M. Gerstner, for many 
years treasurer and buyer 
of the former A. W. Gerst- 
ner Co., New York City, 
hardware and industrial sup- 
plies firm, is entering busi- 
ness as a manufacturers’ 
agent. He is at present 
making his office at his home, 
25 E. 83rd St., New York 
City, and is seeking hard- 
ware specialty lines for sale © 
to wholesalers in metropoli- 
tan New York. 

He is well acquainted in 
metropolitan New York 
hardware circles having been 
associated with the former 
Gerstner firm for 38 years. 
He sold his interests in that 
business in 1946. Since that 
time he has been active in 
the model railroad supplies 
field. 
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oan WesLock) 


j , 1? CYLINDRICAL LOCKS 
-@& 


Yd _— 
No. 240 Exterior Lock Set with 


& . 
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In WESLOCKS you get the ultimate in hardware design, 

yet priced to meet the most modest budgets. Their many quality 
features such as five-pin tumbler and key-in-knob 
construction, split-spindle operation and factory assembled 


units are usually found only in the most expensive locks 


You also get a wide choice of types and finishes. Standardize 
on WESLOCKS, the budget-priced quality line for every 


door in the house. Send today for a complete catalog. 


Hialeah and Sunkist Grove, Miami, Florida 
934 homes, F.H.A. insured 
Architect: Ed Walz : 
Builder: Gaines Construction Co. 
Hardware Contractor: Atlantic 
Consolidated Builders Supply Co. 


MANUFACTURING CO. 
1420 So. Evergreen Avenue 
Los Angeles 23, California 





More WESLOCK installations... 








Flamingo Village, Miami, Florida 
220 homes, F.H.A. insured 
Architect: V. H. Nellenbocen 
Builder: Superior Home Builders, Inc. 
Hardware Contractor: Atlantic Consolidated 
Builders Supply Co. 


Princess Park Manor, Miami, Florida 
174 homes, F.H.A. insured 
Architect: Tyrus T. Tripp, 
Builder: Moss & Son, Inc. 
Hardware Contractor: State Hardware 
& Paint Co. 
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Busey Elected Vice-Pres. G. E. 
To Direct Marketing Policy 


John L. Busey has been 
elected a vice-president of 
the General Electric Co., 
Schenectady, N. Y., and 
placed in charge of market- 
ing policy, a newly-created 
post. 

Mr. Busey had been presi- 
dent and a director of the 
General Electric Supply 
Corp. 

Concurrently, William V. 
O’Brien, formerly general 
sales manager of the Gen- 
eral Electric apparatus de- 
partment, has been elected a 
commercial vice-president and 
has been appointed assistant 
manager of marketing policy 
for the company. 

Charles R. Pritchard, form- 
erly manager of marketing 
for the G-E appliance and 
merchandise department, has 
been elected president and a 
director of the G-E Supply 
Corp. Mr. Busey and Mr. 
O’Brien will establish head- 
quarters in New York and 
Mr. Pritchard in Bridgeport. 

Mr. Busey started in 1909 
as a salesman for the Capitol 
Electric Co., Salt Lake City, 
which later became part of 
the General Electric Supply 
Corp. In 1929 he moved from 
San Francisco to Boston as 
district manager of G-E Sup- 
ply. In 1932 he was moved 
to Bridgeport as_ general 
sales manager and later that 
year joined General Electric 
as manager of appliance 
sales for the merchandise de- 
partment. He was elected 
president of the Supply Corp. 
three years later. 

Mr. O’Brien has been with 
GE since 1922. He was named 
assistant to the manager of 
the lighting and cable divi- 
sion in 1938, manager of the 
wire and cable division in 
1940, assistant manager and 
then manager of the central 
station divisions in 1945. 

He became assistant mana- 
ger of sales for the appara- 
tus department in 1947, and 
was named _ general sales 
manager in 1948. 

Mr. Pritchard was first 
associated with the General 
Electric Co. in 1918. He 
joined G. E. Supply Corp., at 
Atlanta in 1932 as promotion 
manager, becoming appliance 
sales manager in 1934. In 
1937 he was made manager 
of specialty appliance sales 
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for the General Electric Sup- 
ply Corp. at Bridgeport and 
later became vice-president. 
Mr. Pritchard was ad- 
vanced to general sales man- 
ager of the G-E appliance 
and merchandise department 
in 1944 and three years later 
was named manager of mar- 
keting for the department. 


STANLEY ELEC. TOOLS 
NAMES 3 SALESMEN 


Stanley Electric Tools, di- 
vision of The Stanley Works, 
New Britain, Conn., has an- 


WILLIAM BRADLEY 


nounced the appointment of 
three sales representatives. 
William Bradley will cover 
Pennsylvania, Maryland, Del- 
aware, Virginia and West 
Virginia. He will be asso- 
ciated with Paul Briggs, 
headquartering in Philadel- 
phia. 

Mr. Bradley served in the 
armed forces from 1941 to 
1947. Before joining Stanley 


in 1949, he had been em- 
ployed by the industrial sales 
department, Standard Shan- 
non Supply Co., Philadelphia. 
W. R. Erwin will travel 
the southwest and will be as- 
sociated with Frank Lyons. 
Mr. Erwin has had several 
years’ experience in the ma- 
chinery and industrial supply 
business in Oklahoma and 
Texas and during the war 
spent two years in the Navy. 
Lower Illinois, Kansas, 
Missouri, Wyoming and Colo- 
rado will be handled by Jack 
Beyers. He joined Stanley 
Tools in 1939 and transfer- 
red to the sales office of Stan- 
ley Electric Tools in 1940. 
Following his discharge 
after three and a half years 
in the armed service, Mr. 
Beyers returned to Stanley 
Electric Tools. He was ac- 
tively selling in the New En- 


JACK BEYERS 


gland area until 1950 when 
he was transferred to Chi- 
cago. 


APPOINT CENTRAL SCREW 
SALES AGENTS 


Ernest Payne, general 
sales manager, Central Screw 
Co., 3501 Shields Ave., Chi- 
cago, Ill., has announced the 
appointment of several sales 
representatives. 

H. H. Jarrett & Associ- 
ates, 223 Peachtree St., N. E., 
Atlanta, Ga., will handle 
the complete line, covering 
Georgia, Alabama, North 
Carolina, South Carolina, 
Virginia, Florida and east- 
ern Tennessee. Jarrett also 
sells the Chicago Screw Co. 
line. 

W. M. Jensen and his son, 
Warren, will travel the 
northern California territory. 
Mr. Jensen headquarters in 
the Monadnock Bldg., San 
Francisco. 


KEYSTONERS DINE 530 
—165 PLAY GOLF 


A full day of varied ath- 
letic activities, luncheon and 
a dinner and an entertain- 
ment that evening marked 
the 13th birthday party of 
The Keystoners, Philadelphia 
hardware salesmen’s organi- 
zation, at Llanerch Golf and 
Country Club, Manoa, Pa., 
June 16. The golf tourna- 
ment attracted 165—ranging 
from divot diggers to cham- 
pions and there were 530 
guests at dinner. 

In the golf tournament Ed 
Vogt, Philadelphia Navy 
Yard, a guest, had a net 67 
card and Donald H. Sleeper, 
assistant sales manager, Con- 
tinental Screw Co., was win- 
ner of the low gross trophy 
with an 82. Herman K. Gess- 
ner, Columbia Steel Equip- 
ment Co., with a 77, was win- 
ner of the Tournament Kick- 
ers’ Cup. 

Although a four-run rally 
in the 8th inning of the ball 
game gave the Keystoners 
cause for some hope, the final 
score of the game was 17-12 
in favor of the visitors, this 
being their 13th consecutive 
victory on the diamond. The 
Purchasing Agents’ battery 
was William Hoffman, Mad- 
dock & Co. (catcher), and 
Michael Gardiner, Hardware 
& Supply Co., Chester, Pa. 
(pitcher); the Keystoners’ 
having Ed Flynn, Wilson 
Steel Co., as catcher and Rus- 
sell Hoehl, Russell, Burdsall 
& Ward Bolt & Nut Corp., as 
pitcher. Two mixed teams 
participated in a tug of war, 
which looked like an even 
match for a few moments but 
ended in a sudden victory for 
the winners. 

W. N. Jillson, Buffalo Bolt 
Co., was chairman of the 
sports program, entertain- 
ment being directed bv Ed- 
ward T. McGlynn. Corbin 
Cabinet Lock Division. Rob- 
ert D. Casey, Lamson & Ses 
sions Co., is president of The 
Keystoners. 


O. A. MOORE JOINS 
WETZLER CLAMP 


The Wetzler Clamp Co, 
43-15 11th St.. Long Island 
City, New York, has recently 
appointed O. A. Moore 4s 
assistant sales manager, |o- 
cated in the New York office. 
John H. Small has_ been 
named western district man- 
ager with headquarters at 
440 Seaton Ave., Los An- 
geles, Cal. 
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HARDWARE BRIEFS 








COLORADO 


The first new hardware 
store opened in Pueblo since 
the war was opened by N. C. 
Adams and his son John. 
Known as Adams Hardware, 
the store is in a remodeled 
building on North Main St. 
Featured is an angled visual 
glass front. 


GEORGIA 


Adams-Feagin Hardware 
Co., Macon, opened at the 
corner of Third and Walnut 
Sts. 


Owens Hardware 
Rome, has purchased the 
building and grounds of 
Standard Stove & Range Co., 
to be used as warehouse 
space. 


Co., 


MASSACHUSETTS 


House & Garden Shop, 
Main St., Osterville, is one 
of the first self-service hard- 
ware stores to be opened in 
New England. The interior 
of the store is finished in 
knotty pine and there is a 
parking area in the rear to 
accommodate about 12 ears. 
Norma and Bob Sims are the 
operators. 


MISSOURI 
Community Hardware has 
entered business in Platts- 
burg. George Ferrel is man- 
ager and assistants are Jerry 
Koch, salesman; John Pasley, 
plumbing and repairs; and 


High Martin, repairs and 
farmers’ supplies. Sidewalls 
of store are in knotty pine, 
as are the islands for dis- 
play. 

Paul A. Gain has pur- 
chased 100 ft. frontage at 
7427 Troost Ave., Kansas 
City, where he plans to build 
a hardware store. 


Oscar W. Kline has re- 
opened Kline’s Hardware 
Store, Tipton, and will be 
joined by his wife and son, 
Jim. 


NEBRASKA 


Coffee and doughnuts were 
served at the recent opening 
of the Foster hardware store, 
Reikofski Hardware, Os- 
mond. 

Edwin Strasburger is the 
new partner with Robert 
Nantkes in the operation of 
the Holdrege Hardware, Hol- 
drege. The store, purchased 
by the two men, was the 
Master Mart Hardware 
Store. 


NEW MEXICO 
The Yates Hardware 
Store, Riverside, has rede- 
signed its show room and now 
has over 1500 square feet of 
floor space. 


NEW YORK 


Ronald Smith, nephew of 
W. H. Dietel, has taken over 








MISSISSIPPI ASSN. OFFICERS: Left to right, J. P. Metcalf, 
Kimbrough Hdwe., Indianola, elected president; H. D. Young, 
Young Hdwe. Co., Bruce, vice-president, and D. O. Mansfield, 


Jackson, renamed secretary-treasurer. 


These officers were 


elected at the recent annual convention in Biloxi of the Missis- 


sippi Retail Hardware Assn. 


Directors elected were: retiring 


President, V. W. Logan, Mississippi Hdwe. Co., Vicksburg; 
7. ©. Reynolds, Tupelo; James Turner, Louisville, and W. E. 


Howard, Jr., Laure. 
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the Dietel hardware business 
in Fair Haven. The store has 
been in the family nearly 100 
years. Mr. Dietel will remain 
with Ronald for some time 
to assist him. 


George Gorman, A. L. 
Frendberg and Robert Ro- 
satti have purchased the 
Chenery Hardware Co., 
Jamestown. The co-owners 
plan to move the business to 
a new location before Sept. 1. 


PENNSYLVANIA 


Rothenbachs 
Store, formerly Fraser’s, 
Bellevue Ave., Langhorne, 
recently held its grand open- 
ing. The new owners are 
Walter and Lillian Rothen- 
bach. 


Hardware 


TEXAS 


The Cavitt Hardware Co., 
Sinton, here has been incor- 
porated with $50,000 capital 
stock by Olin Cavitt, William 
R. Cavitt and Leslie S. 
Lockett. 

M. B. Stokes and his son, 
W. C. Stokes, have purchased 
the Temple store of The Ira 
A. Prewitt Hardware Co. and 
will operate it at the same 
location under the name of 
Stokes Implement Co. 


WISCONSIN 


The Volkmann Hardware 
Store, Beaver Dam, has been 
formally reopened following 
an extensive modernization 
and expansion program. Dur- 
ing the opening about 5000 
people visited the store. 
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JOSEPH A. KLEIN, JR. 

Joseph A. Klein, Jr., presi- 
dent of Mathias Klein & 
Sons, Chicago, died recently 
at his home in Wilmette, III. 
He was a grandson of the 
founder of the company, 
Mathias Klein, who started a 
forge shop in Chicago in 
1855. 

Upon the death of Mathias 
Klein, his son, Joseph A. 
Klein, became president and 
Joseph A. Klein, Jr., grand- 
son of the founder, succeeded 
to the presidency on the 
death of his father in 1936. 

Joseph A. Klein, Jr., is 
survived by his widow and 
10 children. 

WILLIAM 
SHAKESPEARE, JR. 

William Shakespeare, Jr., 
80, founder, treasurer and 
director of the Shakespeare 
Co., Kalamazoo, Mich., died 
recently at his Melbourne, 
Fla., home after a long ill- 
ness. 

He was also president and 
director of the Grace Corset 
Co., the First Federal Sav- 
ings & Loan Co., Brevard 
County, Fla., the Bard Steel 
& Mill Supply Co., and the 
First National Bank & Trust 
Co., Kalamazoo. 


WILLIAM H. SIEBERT 


William H. Siebert, 66, 
secretary and director of 
Hammacher, Schlemmer & 
Co., 145 E. 57th St., died re- 
cently in Manhattan Sani- 


tarium, 18 E. 7ist St. 


Mr. Siebert had been asso- 
ciated with the store for 46 
years. He was a reader in 
the Eleventh Church of 
Christ Scientist, 190th St. 
and Grand Ave., the Bronx. 
His widow survives. 


RALPH McCAMPBELL 


Ralph McCampbell, 62, for- 
merly vice-president of the 
Indiana Retail Hardware As- 
sociation and a_ hardware 
dealer in French Lick, Ind., 
for 23 years, died recently at 
his home after a four months’ 
illness. Survivors include his 
widow, a son and_ two 
brothers. 


B. G. HOLLANDER 


Bartley G. Hollander, 56, 
manager of the store engi- 
neering service at the Min- 
nesota Retail Hardware As- 
sociation, died recently at 
Swedish Hospital, Minneapo- 
lis, Minn. He had been in 
that position at the associa- 
tion for 11 years. Prior to 
that, he was associated with 
Warner Hardware Co. He is 
survived bv his widow, a son 
and a daughter. 


R. E. V. FARRAR 
R, E. V. Farrar, vice-presi- 
dent and treasurer, Rich- 
mond Hardware Co., hard- 
ware wholesalers, Richmond, 
Va., for the past 47 years, 
died recently. 
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CABINET 


BOX OF A THOUSAND USES 


@ Here's a money-maker that is setting new standards in 
BUY and EYE APPEAL. A beauty that can be used every- 
where—from sewing rooms to hobby shops—from Drs.’ offices 
to bus. offices. Holds everything from buttons and paper 
clips to dentist drills and thumb tacks. Remove the drawers, 
fill them with water, put them in your refrigerator, and you 
can make king-sized ice cubes when the family runs out of 
trays. 
Features: 4 drawers—32 separate compartments—removable dividers 
and cross sections that can be arranged individually. Rust-proof— 
dent-proof—chip-resistant drawers. Made of glittering, jewel-like 
Polystyrene. One-piece pull and drawer. Steel shell exterior. 
No other cabinet has such universal appeal. It's a VOLUME 
SELLER. 
Order direct from your jobber. 

Size: 5%"' x 6Va"' x 84"'. Packed 6 to a carton— 

shipping weight 20 Ibs. 


VALVE SPRING 
COMPRESSOR CO. 


“Waterloo Sige 


SMALL PARTS 
















ARTHUR J. MAY, pres- 
ident of the May Hard- 
ware Co., started work 
with the Washington 
wholesale hardware firm 
on July 2, 1900, after re- 
ceiving his B.A. degree 
from St. John’s College. 
His first job was that of 
assistant to the shipping 
clerk. Later he was ad- 
vanced to a counter sales- 
man’s job and eventually 
became an outdoor city 
salesman. After several 
years of that work he re- 
turned to the office and 
held several secretarial 
positions until 1909 when 





ARTHUR J. MAY 


he was elected vice-president. Upon the death of 
his father, Frank P. May, he became president, 
on July 1, 1911. He is a director of The National 
Bank of Washington, the oldest bank in the capi- 
tal; and is also on the directorates of the Wash- 
ington Wimsett Co., the Interstate Utilities Co. 
and the Washington Chapter of the Boy Scouts. 
He is a past president of the Washington Rotary 
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Club, and vice-president of the Community Chest. 
He is a life member of the Congressional Country 
Club and also a member of the Columbia Country 
Club, the Early Birds Breakfast Club, National 
Press Club and the Board of Trade. His son, Frank 
P. May; brother, Leo C. May, and nephews, 
Leonard S. and Donald L. May, are officers of the 
company. Golf, stamp collecting and hardware are 
Mr. May’s chief interests. He will mark his 70th 
birthday on Oct. 22. 


E. B. FRAHM, SR., 
sales engineer of the A. Y. 
McDonald Mfg. Co., Du- 
buque, lIa., started his 
career in the hardware 
field in 1900 when he went 
to work for the L. Wolff 
Mfg. Co., Chicago, III. 
After six years with that 
concern he joined the Re- 
public Mfg. Co., also of 
Chicago. From 1909 to 
1913 he worked for the 
Central Closet Co., Koko- 
mo, Ind., and for the next 
20 years worked for the 
Illinois Malleable Iron Co., 
Chicago. He took his pres- 
ent employment with the 
McDonald Co. on May 1, 1933. Although he will 
be eligible for retirement next year, Mr. Frahm 
says, “I plan to keep calling on my friends until 
time runs out on me.” The only public office he 
has held has been that of election judge for 10 
years. He is a member of the United Commercial 
Travelers and is an Elk. Music, reading, walking 
and traveling are his favorite diversions. He has 
traveled in all but six states. Mr. Frahm was 64 
on Jan. 17. 


E. B. FRAHM, SR. 


FRED H. KINKEL, who 
has been selling for the 
Union Hardware Co., Tor- 
rington, Conn., for the 
past 45 years, started with 
that company as an office 
boy, in 1898, when he was 
only 15. He progressed to 
stock and shipping clerk 
and in 1903 started to 
travel from Chicago to 
Lincoln, Nebr., calling on 
the jobbing trade. He then 
returned East to cover the 
wholesale and export 
trade in New York city, 
Brooklyn and New Jersey. 
Sports are Mr. Kinkel’s 


FRED H. KINKEL , : 
favorite recreation. 
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Make more V-Belt sales 
—more easily—with these 


Silmer 
assortments! 


35 BELTS with “TOWER” 


Here’s an assortment that 
works for profit. Hardware 
sales show that these 35 
top-quality Gilmer V-Belts 
meet the needs of 85% of 
your customers. You can 
furnish the belt for washing 
machines, oil burners, power 
tools, lawn mowers, fans, 
and other appliances quickly 
and easily. The base of the 
attractive “TOWER” is 
only 18” in diameter—a 
complete belt department 
in a minimum of counter 
space! Dealer’s cost, $26.12 
—dealer’s margin, $17.41! 


Gilmer 


BELTS 


For a larger 
belt assortment 
GILMER 
50 BELT WALL DISPLAY 


50 sizes—selected to fit more home appliances! 
Belts mount on two attractive orange-and-blue 
8-hook metal wall racks. Dealer’s cost, $38.34 
—dealer’s margin, $25.54! 


PLUS 4 PRACTICAL SALES AIDS FREE! 


With both the Gilmer #350 ‘““‘TOWER” and the #500 
WALL DISPLAY assortments, you get four sales 
aids—the patented Gilmer HANDIMETER, a win- 
dow and counter display card, the Gilmer “Belt 
Bible,’’ and the handy Gilmer,Inventory Card. 


Complete your V-Belt department with Gilmer Sheaves 
. . . In all standard sizes; each sheave individually 
boxed and labeled. 


L. He. GILMER CO. nies store ister co 


ORDER THESE PROFIT-MAKING GILMER ASSORTMENTS 
FROM YOUR GILMER HARDWARE WHOLESALER, or 


[~~—~——CLIP AND MAIL THIS COUPON=----4 


1 L. H. GILMER COMPANY 

| Tacony, Philadelphia 35, Pa. 

l I'm interested in belt sales and profits... 

] Send me the Gilmer # 350 “Tower” set with sales aids ($26.12) 
| Send me the Gilmer # 500 Wall Display with sales aids ($38.34) 
] Billme $...... 
| 

| 

l 

| 

I 


through your nearest wholesaler. 


NAME 





ADDRESS. 
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owned by House & Garden 
readers. 

Among the owners of mowers, 
79 pet stated that they own a 
hand mower and 33 pct said they 
have a power mower. Fifteen per 
cent of the total reported owner- 


ship of both types. 
Many Mowers Are Ancient 


Hardware dealers as well as 
manufacturers of hand lawn 
mowers will probably be sur- 
prised to learn that only 47 pct 
of the hand mower owners 
bought their machines within 
the past five years. Twenty-seven 
per cent of the mowers ranged 
between six and 14 years of ser- 
vice. Thirteen per cent were 15 
years and older, “old” or “many 
years old.” 

There is an entirely different 
pitcure in the power lawn mower 
field. Fifty-five per cent of those 
who have a power mower re- 
ported that they had bought 
their machines within the past 
two years. Less than 18 pct of 
the power mowers in use were 
over five years old. 

The average cost of the power 
mowers owned was $173. The 
average of the hand mowers 
was $26. 


Price Preference 


Forty pct of the power mower 
owners have machines costing 
between $100 and $175. Nearly 


Hard- 

wore 
Equipment Bought Store 
Garden hose 52.5%, 
Sprinkler 55.8 
Pruning shears 57.6 
Hand sprayer 50.4 
Grass shears 61.5 
Hand mower 47.2 
Power mower 34.1 
Hand hedge trimmer 54.3 
Power hedge trimmer 36.4 


100 


13 pet paid $250 or more. Only 
7.6 pet of the people paid less 
than $100 for their machines. 

Nearly 40 pct of the hand 
mower owners bought them 
within the $15 to $30 price 
range. About 17 pct purchased 
them for $30 or more. More 
than two-fifths of those who 
own a hand mower did not know 
the cost of their mower or did 
not answer. 

The leading brand of hand 
mower was owned by 8.2 pct of 
the people who had hand mow- 
ers; the second brand by 5.2 pct. 
However, 68 pct did not know 
the brand or did not answer. 

In the power lawn mower field, 
the leading brand was owned by 
8.5 pet and the nearest competi- 
tor by 7.3 pct. Forty-three per 
cent of those owning power mow- 
ers mentioned nine brands and 
28 pct mentioned 28 other less 
popular makes. 

Spraying Equipment 

Seventy-six per cent of those 
who indicated that they owned 
some spraying equipment stated 
that they owned hand sprayers. 
Twenty-four per cent stated that 
they owned pressure sprayers; 
and 11 pct reported ownership 
of power sprayers. 

The following table shows 
where garden equipment was 
bought in the 12 months preced- 
ing this survey: 


————- Type of Oullet——__——. 
Depart- Garden 
ment Specialty Not 
Stere Store Other Stoted 
21.2%, 11.5% 65%, 10.6%, 
11.7 14.0 3.8 15.2 
10.2 15.6 Za 14.4 
8.5 212 a 18.5 
9.9 13.1 2.4 13.5 
14.9 11.5 11.5 14.9 
6.1 19.7 28.0 12.1 
7.8 14.0 1.5 22.4 
5.5 16.3 21.8 20.0 





50°% More Houses 
Begun in May 
Than Year Ago 


New homes started this 
year will total between 
1,200,000 and_ 1,250,000. 
That would be well above 
the record 1,025,100 dwell- 
ings begun in 1949. The 
forecast of a new high in 
1950 came from Labor 
Dept. experts. They made 
it after eyeing the busy 
pace of home building since 
the start of the year. 

Work was initiated in 
May on 140,000 new houses. 
This was 14,000 more than 
in April and 50 pct above 
May, 1949. In the first five 
months this year, 538,000 
units were launched. In 
1949, the 500,000-mark 
was not topped until July. 











Upward Price Trend 
Due to Strong Demand 


The “more-than-seasonal” rise 
in residential construction and 
automobile production is leading 
the present business boom, ac- 
cording to the June Survey of 
Current Business, published by 
the Dept. of Commerce. In- 
creased activity has resulted in 
higher prices of many important 
raw materials in recent weeks, 
ending a period of stability 
since last July, the Department 
said. This has resulted in a 2 
pet rise in the average non-farm, 
non-food prices from the end of 
March to early June. 

Building materials, the De- 
partment said, rose over 4 pct in 
this period, due largely to sharp 
increases in lumber, with 
plumbing and heating supplies, 
cement and tile moving up mod- 
erately. 


Large Hardware Stores 
Increased Sales in May 


Sales by large retail hard- 
ware dealers in May were the 
same as in May 1949 but were 
15 pet better than in April of 
this year. Large independent 
retailers, in all lines of trade, 
recorded a sales gain of 8 pct in 
May over the preceding May. 
In the same large stores, the 
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SEE YOUR NESCO DISTRIBUTOR NOW! 
FIND OUT ABOUT NESCO’S NEW PRODUCTS AND PLANS 
TO BRING YOU HOUSEWARES VOLUME AND PROFITS! 


NATIONAL ENAMELING AND STAMPING COMPANY 


270 North 12th Street, Milwaukee 1, Wisconsin 
Sales Offices: 1430 Candler Bldg., Atlanta * 1166 Merchandise Mart, Chicago © 200 Fifth Ave., New York 
Western Merchandise Mart, San Francisco * 901 Ambassador Bidg., St. Louis 
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re Walobaal-ta First For '50! 


e i, 
A 
SPINS PAINT BRUSHES CLEAN 
in 90 Seconds with Any Electric Drill / 


Converts %4” electric or hand [/ 
drill into speedy paint brush 

cleaner. Makes old brushes like 
new. Simple instructions included. 


Retails at $235 Each 
PACKAGED AND PRICED 
TO SELL ON SIGHT 


Colorful, eye-catching counter 
display carton containing six 
cleaners will ring up profitable 
sales for you. Order from your 
jobber now—or write direct. 





Nationally Advertised 
PORTABLE ELECTRIC TOOLS, INC. 


332 West 83rd St., Chicago 20, Il. 
In Canada: 369 Danforth Ave., Toronto 13 















play safe! 


A hardware line complete 
with a wide diversity of 
styles to meet practically 
every building requirement. 


* Modern designs, simple and 
positive in operation 















* Neat labeling and packag- 
ing—easy to stock and sell 


You can profit frem the vaiu- 
able repeat business created 
by National Builders’ Hard- 
ware service records. Send for 
your copy of the complete cat- 
alog today. 










NATIONAL MANUFACTURING 
COMPANY 


STERLING »* 








average gain from April to May 
this year amounted to 4 pct. 

These preliminary data, based 
on reports from approximately 
14,000 large independent stores, 
were released by the Bureau of 
the Census. 

Compared with May, 1949, 
sales of lumber and building 
materials dealers this year were 
up 39 pet; and their May sales 
this year were 23 pct higher 
than in the preceding month. 


Rubber Price Snaps But 
Still 50%, Above 1949 


At mid-June, national rubber 
prices were dropping sharply. 
At Singapore, on June 13, July 
delivery rubber broke 234¢ per 
lb. This was a 6-cent decline in 
two days. The New York mar- 
ket was down two cents, the 
“daily limit.” 

Large offerings at Singapore 
followed news that Indonesia 
will impose an export duty of 
5 cents per lb on July 1. 





May Hardware Sales 
4% Below Last May 


Retail hardware sales 
(adjusted), in May totaled 
$176 million as compared 
with $183 million, in May, 
1949—a decline of less 
than 4 pet. 

May sales, the Dept. of 
Commerce also reports, 
were $10 million greater 
than those of the previous 
month—an increase of 6 
pet. 











TV Dealers Educational 
Meetings for 60 Cities 


An educational program de- 
signed to help dealers sell more 
television sets and make certain 
set owners are satisfied will be 
pushed at Town Meetings of 
television dealers in 60 cities 
during August and September. 
The project is a non-commercial, 
non-competitive undertaking, 
financed by 17 television set 
manufacturers and sponsored by 
them and the Radio-Television 
Manufacturers Association. At 
the dealer meetings special slide 
films will be shown on advertis- 
ing and merchandising, sales, 
business management and ser- 
vice department operation. 


Residential Building 
Up 110% in First 5 Mo. 


Construction contract awards 
in May declined, but only 
slightly, from the all-time record 
high in April, F. W. Dodge Corp., 
construction news and marketing 
specialists, reports. 

May awards totaled $1,347,- 
603,000, down less than one pct 
from the $1,350,496,000 of April, 
for the 37 states east of the 
Rockies. The May figure for 
1950 was 53 pct ahead of May 
1949, and called for floor area of 
125,586,000 sq. ft. of building 
space, or 72 pct more than for 
May 1949. 

Residential awards of $674,- 
604,000 in May failed by only 
$232,000 to equal April’s figure 
and were 95 pct ahead of May 
1949, carrying the five-month 
1950 total of residential awards 
to a whopping 110 pct increase 
over the corresponding 1949 
figure. 

Within the residential classi- 
fication, private residence awards 
of $653,271,000 in May were one 
per cent ahead of April, and 116 
pet over May 1949, bringing the 
five-month 1950 total to 125 pet 
over the five-month 1949 figure. 

Public works and utility con- 
tracts, says Dodge, strengthened 
May’s performance by gaining 16 
pet over April to total $264,456,- 
000 up 24 pct above the May 1949 
figure. 

Dodge has reported contracts 
in the first five months of 1950 
totaling $5,508,685,000, up 56 pct 
from 1949’s five-month figure. 
The’ residential classification 
showed the greatest gains. 


California Leads Again 
In Value of Construction 


California, New York and 
Texas, in that order, led all the 
states in the total value of new 
construction during the first 
quarter of 1950, California re- 
taining the lead it has held since 
1941, according to a report by the 
Construction Division, U. S. 
Dept. of Commerce. 

New York, with an advance of 
54 pct, had the largest increase 
in construction activity during 
the first quarter of 1950 com- 
pared with the first quarter last 
year. With increases of more 
than one-third in New Jersey and 
Pennsylvania, total volume of 
new construction in the Middle 
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THE ULTIMATE ce Quality and Beauty 


WEATHER-TITE 


IWIES 


"A Line you can be proud to sell" 


Illustration shows a few of the 
many IVES Builders Hardware 
Specialties. 


e CAST BRASS full polished 


items—for those who desire 
the finest in quality. 


e CAST BRASS machine pol- 
ished items — top value for 
moderate priced homes. 

e CAST ALUMINUM, non-rust- 
ing items in all popular fin- 
ishes for the low cost home. 


Order from your Jobber 





\ ROTARY 
// POWER MOWERS 


PRICED TO 
RETAIL FOR 


ye! 
4 ” 
(j Airfoil shaped blade gives smooth 19” cut to fine 


lowns with ease. The HOMKO Rotary Mower is the latest develop- 
ment for cutting high grass and weeds. A maximum of SAFETY, 
STRENGTH, and LONG LIFE is obtained from the ALL STEEL 
GUARDS AND FRAME. Powered by the latest VERTICAL TYPE, 
DIRECT DRIVE, NATIONALLY KNOWN, 2. H.P. 4-CYCLE ENGINE. 


DEMAND DEPENDABLE HOMKO—TRULY A QUALITY PRODUCT 


MANUFACTURED BY 


WESTERN TOOL & STAMPING CO. 
THE LEADER IN THE POWER AND HAND MOWER FIELD 
2725 SECOND AVENUE DES MOINES 13, IOWA 
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| Sold Only Through 


Reliability 
in every 


“The tope with the 
yellow core” 


made by 
OKONITE 


Panther ond 1D) rupee 


friction and rubber tapes 

















qo, Poatidd 


McGILL BRAND 
mouse and rat 


TRAPS 





@ NICKEL PLATED TRIGGERS 
@ TINNED WIRE PARTS 

@ RUST RESISTANT 

@ ADDED COUNTER APPEAL 


McGILL METAL PRODUCTS CO. 


MARENGO, ILLINOIS 




















FUL-STOP-GUIDE 
A Positive Guide 


ie The lower 
wire operates 
within the 
channel and 
cylindrical 
bearing 
forcing it 
to reseat 
Aer properly 
and it can- 
not bend. 


Fits all 
r size overflows. 
i Adjustable. 
If your jobber 
cannot supply 
write us. 


Free display 
stand. 
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BACK VIEW 
OF GUIDE 












FULTON PRODUCTS CO. 


Bernardsville, N. J 





104 





| Atlantic region was 44 pct larger 
| during the 1950 first quarter 
| than a year earlier. Increased 
| volume over a year ago amounted 
to 28 pct in the New England and 
| Rocky Mountain regions as con- 
struction activity expanded by at 
least one-third above the 1949 
first quarter in Massachusetts 
and Utah. Similar large advances 
took place in Maryland and 
Michigan. Most other regions 
and states had smaller increases, 
except in Florida, California and 
Washington where construction 
activity early this year was 
slightly under a year ago. 


20¢ of Every Dollar 
Spent on Open Credit 


Expansion of charge account 
credit seems to be over for the 
present. Last year, Federal Re- 
serve Board reports show, a de- 

| cline in volume and percentage 
was recorded for the first time 
since 1943. In 1949, open credit 
sales accounted for 20¢ of the 
retail dollar as compared with 
| 21¢ in 1948 and 17¢ during the 
early Forties. 

Retail cash sales continued the 
postwar downward movement, de- 
creasing in 1949 both in total 
volume and in relation to the 
total. During 1949, cash sales 
were down to 68¢ of each retail 
dollar, about 10¢ less than in 
| 1945. 

Hardware stores have been 
| seriously affected by the slump 
| in both open accounts and cash 
sales. Cash sales, which account 
for about 40 pct of all hardware 
business, fell by 11 pct. Open 
account business, accounting for 
54 pet, dropped 9 pct. 

A brighter side of the picture 
| is that a substantial portion of 
| the loss in cash and open account 
| hardware sales was absorbed by 
| increased sales cn the instalment 
| plan. Hardware instalment busi- 
| 
| 
| 
| 


ness increased 13 pct last year, 
| was still rising in early 1950. 


_ Commercial Paper 
Outstanding Is High 


After holding at $257,000,000 
| to $258,000,000 for the five 
| months from the end of last De- 

cember to the end of April, the 
amount of commercial paper 
outstanding on the books of re- 
porting commercial paper con- 
cerns decreased to $250,000,000 
at the end of May. A reduction 





New Machine Tool 
Order Index Sets 
New High in May 

The index for new ma- 
chine tool orders touched 
115.7 in May, the highest 
figure since April, 1946, 
when it hit 123.4, the Na- 
tional Machine Tool Build- 
ers Association announced 
in a preliminary report. 
This compared with an 
April index of 98.9 and 
63.7 in May, 1949. The in- 
dex of shipments for May 
was’ 82.4, the highest 
monthly shipment index 
since the 96.9 recorded in 
December, 1948. The May 
figure compared with 61.6 
in April and 72.8 in May, 
1949. 











in May is usual, but the de- 
crease of $7,000,000 from the 
April total was of smaller pro- 
portions than in most years dur- 
ing the past decade. Compared 
with a year ago, the amount of 
commercial paper outstanding 
in May 1950 is up 14 pet, the 
largest year-to-year increase 
since September 1948. 

New notes continued to be ac- 
quired in moderate amounts 
from a fairly wide variety of 
business enterprises by com- 
mercial paper distributors dur- 
ing recent weeks, a period re- 
ferred to in commercial paper 
circles as the between-season 
lull. Among these businesses 
were grocery, plumbing supply, 
hardware, seed, and other lines. 
The new notes acquired by deal- 
ers continued to be placed 
rather promptly with investing 
banks in all the usual market 
areas. 


Home Furnishing Sales 
Higher on Easy Credit 


A rise in the volume of in- 
stallment sales in New York 
State in the last months of 
1949 and early this year indi- 
cates a revival of interest in 
the purchase of home furnish- 
ings on liberalized credit terms, 
according to an analysis pub- 
lished by the N. Y. State Dept. 
of Commerce. Installment sales 
made in department stores in 
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“HOLD ALL ADJUSTABLE WO. 5 “ct. Actites Fe Mold Ais Forty 
. Of Engineered Practical Holders) 

The first and only holders on the market engineered 
and designed to hold all types of heavy tools as well 
as lighter household items. 

© Lifetime construction . . . heavy gauge bright nickel 
plated steel (also available in Solid Brass, prices 
on request.) 

@ Piano wire spring . . . lifetime tension. 

@ W-1I-D-E jaws . . . adjusts automatically to fit any 
shaped article. 

@ Clips may be moved to any position before or after 
installation on the wall. 
Individually carded on three color display . . . priced 
for profitable sales. 












Slightly high 
retaits FoR onty $7.00, Slightly higher 


Order from your Jobber. 

“Hold-All" also available in Single or 
Triple units ... 

WRITE FOR CATALOGUE SHEET 


STANLEY J. PASK ASSOCIATES, INC. 76 Laight Street, New York 13, N. Y. 
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No. 952 five-piece 
matched set 


matched bathroom accessories 
will build your sales! 


Many bathroom accessory sales are missed entirely 
when figuring builders hardware contracts. In WES- 
CHROME, however, you have a beautiful line of 
N bathroom hardware that just won’t take a back seat— 
bE it practically sells on sight. In fact, WESCHROME 
may be the wedge needed to land the entire builders 
hardware order! Heavy, gleaming chrome finish, 
smart styling and many manufacturing “extras” iden- 
tify these units as having real quality...and they are 
budget-priced! Once again we say—don’t overlook the 
easy profits found in WESCHROME sales. Write for 
a full description of the WESCHROME deal today. 


“Rtigh Style ona Gudget" 


1420 So. Evergreen Avenve J. C. FARBER INC. 
Put this hard-hitting display to work for you 











Los Angeles 23, California 98 PARK PLACE NEW YORK 7, N.Y 











—— oe sy selling Quick Wedge 
‘romusma esses @\% ba SCREW HOLDING screworivers 


No. 1834 Mee! 
2 m UNCONDITIONALLY GUARANTEED 


ORDER TODAY - We'll Invoice Your Jobber 


@ 1. —_—_— 
Heavy 6” bad i ' 
— Nationally MECHANIX 
asst. No- Advertised in and } (ILLUSTRATED 
shipping Weight 3/2 : 
KEDMAN COMPANY 233 So. 5th West, Salt Lake City 1, Utah 
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DECTO-STICK 


FURNITURE 
REPAIR 


A specially 
compounded stick, 
that 


Fills and Colors 
NICKS - DENTS - GOUGES 
in natural-finished or stained wood- 
work, furniture, leather and plastics. 





LEVEL IT OFF 
ALL !! 


RUB IT IN 
THATS 





















Display card holds 12 cellophane bags, each 

containing a complete kit of 4 Decto Sticks 

(dark mahogany, light mahogany, walnut 

and maple) a scraper and instructions. 
SOLD THROUGH JOBBERS 





SICK 


the 4 ways 
“Easier to Sell” line 


CHICAGO 


“Safety Plus” Hexagon 
Head Cap Screws 


© Constant Demand—The constant de- 
mand for the “Chicago” line makes it 
easier to sell—it’s the line for replace- 
ment used in original assembly in a2 
flelds of manufacture. Why? 
© They're Stronger— More uniform—give 
a gg fit for every replacement need, 
and. 
bd They Cost Less—They fasten faster 
and tighter—resulting in lower ultimate 
costs to your customer, which makes 
them ‘‘easier to sell.” 
© Better Service—Increased “Chicago” 
plant facilities and production means 
“round the clock” service, higher quality, 
better packaging, and a more complete 
line. Yes, here is a greater profit line for 
you to feature—all four ways. 
Remember to ask for these “Chicago” 
products from you hardware distributor: 
Hexagon Head Cap Screws, Steel and Brass © 
Sauare Head and Headless Cup Point Set Screws 
© Semi-Finished Hexagon Nuts, Steel and Brass © 
Hexagon Castellated Nuts ° Fillister and Flat Head 
Cap Screws * Taper Pins ° Milled Studs * 
Socket Head Cap Screws * Socket Set Screws © 
— nes gS Plugs * Stripper Bolts or Shoulder 
Square Head Dog Point Set Screws 
as toe, Assortments and Kits 


The CHICAGO SCREW COMPANY 


















the New York Federal Reserve 
District, which also includes 
Northern New Jersey, in the 
first quarter of this year were 
23 pct above those in the same 
period of 1949 and exceeded 
such sales for the comparable 
months of any postwar year, 
the analysis found. 


Loose Credit Situation 
Beginning to Get Notice 


Fast - expanding credit is 
worrying many merchants. Cred- 
it managers of several mid-west 
department stores have been con- 
sulting on cutting time payments 
on “hard goods” from 24 months 
to 18 or 15 months. Says a 
spokesman for a firm which in- 
vestigates individuals’ credit 
ratings: “We’ve been swamped 
with inquiries in the past couple 
of weeks, from retailers who 
want us to do more and more 
investigating.” 

“Credit terms are too easy,” 
flatly declares a Dallas store of- 
ficial. But merchants are hesitant 
akout applying curbs, feeling 
that: “If we tighten our terms, 
we'll lose business to the com- 
petition. 

At the end of April, install- 
ment loans of $11,321 million, 
heavily influenced by auto sales, 
were 31 pct over a year ago. 
Since then, store reports indicate, 
there has been a further sharp 
rise in their installment business. 

Federal Reserve officials, un- 
worried up to six weeks ago, now 
are commencing to “fear infla- 
tion”—fed by broad advances in 
commodity and stock markets. 


Expect to Sell 3 Million 
Vacuum Cleaners in '50 


Leaders in the household 
vacuum cleaner industry predict 
that the second half of 1950 will 
see a continuance of consumer 
demand as shown in the opening 
months, with the year’s sales 
aggregating 3,000,000 units or 
even more, as against 2,900,000 
in 1949. 

George H. Scott, president of 
the Vacuum Cleaner Manufac- 
turers’ Association and head of 
the Scott & Fetzer Co., Cleve- 
land, points to high residential 
construction activity, incomes at 
record levels and the greatest 
number of family units as indi- 
cators of continued strong buy- 
ing of vacuum cleaners for im- 
mediate home needs. 





Credit Men Don't Think 
Consumer Debt Too High 


Commenting on the rise in 
consumer, and particularly in- 
stallment, credit, the June 
monthly business review of the 
National Association of Credit 
Men observes: “When we con- 
sider that we are dealing in 50- 
cent dollars and take into ac- 
count the tremendous dollar 
volume of our national produc- 
tion, the amount of consumer 
debt is not much out of line. 
It has not yet reached the 
dangerous levels that caused 
some of our problems in the de- 
pression. This does not mean 
that the trend does not bear 
watching. There is, however, no 
immediate cause for alarm and, 
up to the present time at least, 
in the opinion of most people, 
there is no reason for govern- 
ment regulation of consumer 
credit. 


GE Expects Sales Rate 
To Increase in Last Half 


Sales of General Electric ap- 
pliances in the first half of this 
year were about 20 pct higher 
than in the same 1949 period, 
exceeding the company’s own 
estimates. Sales in the second 
quarter were at about the same 
level as those in the first quar- 
ter, and they are expected to 
continue at this pace through 
the third quarter and to in- 
crease somewhat in the fourth 
quarter, due to the Christmas 
demand, the firm reports. 

More and more speculative 
builders and real estate de- 
velopers, says H. L. Andrews, 
G.E. vice president, are install- 
ing complete electric kitchens 
and laundries in the homes they 
offer for sale and “many thou- 
sands of General Electric major 
appliances and cabinets are go- 
ing into this market.” He re- 
ported an order received in June 
from a western builder for 2,000 
complete GE kitchens, each 
incorporating a_ refrigerator, 
range, dishwasher, garbage dis- 
poser, automatic washer and 
cabinets. 


Enameled Plumbing Fixtures 


Shipments of porcelain enam- 
eled steel plumbing fixtures dur- 
ing the first quarter of 1950 were 
valued at $11,900,000. Repre- 
senting 19 pct of the plumbing 
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jexclusive features 





BOOST YOUR INCOME . . . INCREASE 


STORE TRAFFIC tl ) let 
CADET is the new low-cost Lincoln Single 
Disc Floor and Carpet Machine designed es- 
pecially for renting to homes, small offices. 
Light, easy to use yet heavy and powerful 
enough to do a REAL floor or carpet job. 
CONTINUOUS DUTY Motor, other big-ma- 


chine features, Ask your supplier or write us 


+h} 1 
MOTO-MOWER 
for complete information. 


nd year 
19 5 1 
m Oo d e S Representatives in All Principal Cities 


include many asa 








FLOOR MACHINERY COMPANY 
2 WEST VAN BUREN ST.. CHICAGO 7, ILLINOIS 














IT'S ORDERING TIME FOR 


A BIG SELLER because 
It has a Hundred Uses 
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COAL 
STOVE 


SHOVELS WATER 


PUTTY 


@ Sticks to Anything 


@ Mixes Easily with water 
..» Will Not Shrink 


@ Becomes Hard as Stone 





The Fulton Line 

of shovels means 

. quality to the 

trade. An exceptionally 

well constructed coal stove 

shovel—heavy steel. Made to withstand rugged use. 


Our JUMBO NO. 2 Shovel holds 5 pounds, patented 
handle will deflect strain of 30 pounds. Flat handle 
will not turn in hand. Every household . . . in fact 
every craftsman has use for: this 
miracle putty that does every- 
thing! Adheres permanently to 
Stone, tile, wood or metal sur- 
efaces and does a perfect patch- 
ing and smoothing job! Feature 
it strongly . . . and watch your 
sales grow . . . becouse your 
customers are looking for some- 
thing like this every day! 


WRITE TODAY for literature on Complete 2 unl a 


Line of Fulton Fire Shovels—Place orders now if? 


for fall delivery. 
PAINT CORPORATION 


PATENT NOVELTY co. CLEVELAND 19, OHIO 














FULTON Dept. HA ILL. 
GENUINE 


ORIGINAL DOMES OF SILENCE 


SELL ON SIGHT when these attention-compelling con- 


tainers, box or card are displayed on counters. Genuine DOMES 
OF SILENCE glide softly, silently, smoothly over all flooring; 
save floors and furniture. For years the favorite with house- 
owners and furniture manufacturers. 


One Set in a 
box—12 boxes 
in carton 

SIZES 
1%” 1%” Ye" 
a4” 5a” %’” 5” 


One set on a Card 

12 Cards in a box. 

SIZES 

1%” 1\" ly” 1” %” %” 
Ask your jobber or write 

DOMES OF SILENCE, Division of 


ROBERT E. MILLER & Co. INC. 


35 PEARL STREET NEW YORK CITY 





—— 
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NEW TYPE REMOVER 
Peels Off Paint 





CLEAN—NO MESS 
NEEDS NO AFTER-WASH 
NON-INFLAMMABLE 
WORKS ON ANY FINISH 





Order from your jobber. 
Write us for free sample. 
W. M. BARR & CO. 
2342 South Lauderdale, Memphis, Tenn. 








THE BEST KNOW 
NAME IN | 


ASK YOUR WHOLESALER 
THE BOSS MFG. CO., KEWANEE, ILL., U.S. A. 
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industry’s total, this figure is 
approximately 56 pct ahead of 
that of the corresponding period 
in 1949, according to the Por- 
celain Enamel Institute. 


New Discount Schedule 
For Everhot Housewares 


A new discount policy has 
been put into effect for distribu- 
tors and dealers of Everhot elec- 
tric housewares, manufactured 
by The Swartzbaugh Manufac- 
turing Co., Toledo, O. 

The new discounts, as an- 
nounced by R. R. Fowler, newly 
appointed sales manager, are as 
follows: Distributor shipments, 
50 pet; distributor drop  ship- 
ment (to retailers) 40 and 10 
pet; dealers: One 3313 pet; 
two to five inclusive, 36% pet, 
and six or more, 40 pct. 


Paper Prices Rising 

Paper prices, after many 
months of stability, are on the 
upgrade. So far, the movement 
is taking place largely in the 
so-called printing grades, and in 
writing papers. 

Whether other tonnage items 
in which hardware men are in- 
terested—like kraft paper (used 
for bags and wrapping), and 
various types of paperboard— 
will climb in price, is about any- 
body’s guess. 

“We look for price increases 
right down the line in about all 
paper items,” thinks one big 
wholesaler but a major manu- 
facturer of kraft paper and 
board was not so sure. 


Prices Rather Firm in 
New Sears Catalog 


A stabilization of consumer 
prices during the current year 
and continuing through the 
early months of 1951 is indi- 
cated by Sears, Roebuck & Co.’s 
1950 fall and winter catalog 
which has just been distributed. 
T. V. Houser, vice-president in 
charge of merchandising, said 
the price average in the book is 
about unchanged from last fall. 
A check of 2280 items in the 
book disclosed that the price was 
unchanged on 42 pct; 31 pet 
showed a slight rise and 27 pct 
had declined a little. 

Mr. Houser said that the cata- 
log is an important barometer 
of consumer price trends, since 
the company handles about 100,- 
000 items in the consumer field, 
including almost everything ex- 
cept food and automobiles. 

For the first time the com- 
pany is selling through the cata- 
log a dish washer, clother dryer 
and automatic gas range. It also 
introduces a new electric sew- 


ing machine. New equipment 
for farms includes a one-man 


corn picker and a four-ton power 

wagon unloader. 
Distribution totals 

000,000 copies. 


about 7,- 


Rubber Use Hits Peak 


Consumption of rubber by 
manufacturers in May amount- 
ed to 110,010 long tons, an all- 
time monthly high, the Dept. 
of Commerce reported. In the 
first five months of this year 





RETAIL HARDWARE STORE SALES TRENDS 
May, 1950, Sales Trends of Independent Stores in 16 Cities 


May 1950 


a 
May 1950 


Per Cent Change 
1950 


5 mo. 


compared with compared with compared with 


California—Los Angeles 

San Francisco 
District of Columbia 
Ilinois—Chicago 
Massachusetts—Boston 
Michigan—Detroit 
Minnesota—Minneapolis 
Missouri—St. Louis 
New York—Buffalo 

New York 


Washington 


| Ohio—Cleveland 


! Wisconsin 


Toledo 

Youngstown 
Pennsylvania—Philadelphia 
Washington—Seattle 
Milwaukee 


May 1949 





++++- 


5 mo. 1949 


April 1950 
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SOLDER 


A top quality Acid Core Solder that really 
sells fast. The colorful blue package is easily 
seen and recognized. Chemical analysis of 
solder prominently displayed. Listed by 
Underwriters’ Laboratories, Inc. 

Federated Gardiner brand solders come in 
all sizes and compositions. 


Stock them and you'll sell them. 


Diiicne 
AMERICAN SMELTING AND REFINING COMPANY 
WHITING, INDIANA (CHICAGO) 






More Profits 
for Myers Dealers! 

















Again, Myers says: “More sales-power to you.” And 
again, Myers gives you what it takes—in a brand-new 
line of Centrifugal Pumps—an easier-to-sell line be- 
cause it’s so basically simple! Construction of new 
Myers Centrifugal Pumps assures greatest operation 
economy, widest adaptability. Capacities range from 
10 to 525 gpm., against heads to 300 ft. and at temper- 
atures to 220° F. Interchangeability of parts cuts in- 
ventory costs. Casing and impeller are easily replaced 
to suit changing conditions. Engineered throughout to 
minimize thrust, friction, wear—give lasting customer 
satisfaction. Broad range of sizes covers widely varied 
needs. Write for a full list of sales features—offered 
for the first time in the new Myers Centrifugal. 








Dept. $-61, Ashland, Ohio 








er 
THE F. E. MYERS & BRO. CO. =< De 
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ARCHITECTS ond BUILDERS 
AGREE ON ~(CHICAGO) 








Type BUT2001 


Modern Button 
Tip Ornamentation 









Chicago Spring Hinge Co. 


CHICAGO 


SPRING HINGES 


Streamlined "TRIPLEX" 
SPRING BUTT-HINGES 


Every year more and more Archi- 
tects and Builders of Modern arch- 
itecture are specifying Chicago 
“Triplex” Spring Butt Hinges and 
here are a few of the reasons why: 


1, They are smart looking and 
streamlined to harmonize with 
the most modern architectural 
requirements. 


2. Careful and capable designing 
has created many superior fea- 
tures of time tested advantages. 


3. Here is a product that main- 
tains our tradition for quality 

- @ tradition that has guided 

us through more than 60 years. 


Spring Hinges of Quality 





U.S.A. NEW YORK 





HELLER EQUIPMENT IS THE 
RIGHT TOUCH YOUR STORE 
NEEDS FOR.. BEAU7Y- BETTER 
MERCHAND/S/NG -/MPROVED 
BUSINESS - GREATER. PROFITS. 



























HELLER STORE FIXTURES 


It has been repeatedly proven that stores equip- 
ped with Heller Fixtures attract trade, have faster 
merchandise turnover and improve financially. 


Heller equipment will give your store extra beauty 
—extra pulling ond selling power—extra profits 
through increased sales—and go far in paying for 
new modern store fixtures. Today, by improved 
manufacturing facilities, Heller offers you this 
exceptionally beautiful and well made equip- 
ment at greatly reduced prices. Compare Heller 
equipment before you buy. Send measurements 
of store for free store pians. Ask for catalog 50. 


W. C. HELLER and COMPANY 


50 PLATT ST. MONTPELIER, OHIO 


ASK FOR 


Pree Swe Plas / 
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the amount of rubber used 
totaled 386,903 tons. This in- 
dicated the possibility that the 
record 1,121,000 tons used in 
1947 might be exceeded. Use 
of synthetic rubber during May 
increased to 42 pct of the total. 


Emerson TV Models 
50°, Lower in Price 


Emerson Radio & Phonograph 
Corp. is offering 15 new models 
in its new television line and 
prices average about 50 pct less 
than comparable models _re- 
leased last January. Prices range 
from $149.95 for a 12%-in. 
model to $339.50 for a 19-in. 
model. Benjamin Abrams, presi- 
dent, addressing a meeting of 
dealers and distributors in New 
York City, estimated the com- 
pany’s sales volume at $150,- 
000,000 at consumers’ level dur- 
ing the next 12 months. He ex- 
plained that the new low prices 
established now are in anticipa- 
tion of economies which the com- 
pany hopes to effect from in- 
creased facilities obtained in the 
acquisition of a Jersey City 
plant now in operation. How- 
ever, he indicated the company 
would increase prices in 90 days. 
Emerson plans to spend approxi- 
mately $8,000,000 1n advertising 
its new line over the next 12 
months. 


Philco Cuts TV Prices 
An Average of 25°/, 


Philco Corp., unveiling its fall 
line of 34 television models at a 
dealer-distributor convention in 
Atlantic City attended by 6000 
members of its organization, 
disclosed price cuts averaging 
25 pct, compared with prices 
six months ago. William Bal- 
derston, president, estimated or- 
ders had been booked for $100 
million of television and radio 
models at the meeting; that 1950 
sales would exceed $340 million, 
compared with $200 million in 
1949. He also estimated that 
the industry would produce over 
6 million television receivers this 
year and the public’s total in- 
vestment in television would 
reach $3 billion in 1951. 


Stromberg Sets Cheaper 


Stromberg Carlson Co. has in- 
troduced nine new television re- 
ceivers in a price range of 
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$259.95 to $865. Prices are down 
20 to 25 pet from those on com- 
parable models in the 1949-1950 
line. The company plans to in- 
crease television production 50 
pet starting in August. 





Lower Price Tickets 
On New TV Sets 


Recent weeks have seen 
a marked swing to lower 
prices for new television 
models. Philco and West- 
inghouse have slashed 
prices on their new offer- 
ings, which were recently 
introduced to the trade. 
R.C.A. is also expected to 
announce a popularly-priced 
model early this month. 

Westinghouse has a new 
16-in. screen model, priced 
at $199.95, which is com- 
parable to a model which 
previously sold for about 
$70 more. 











Lowest Prices Set on 
Westinghouse TV, Radio 


Westinghouse Electric Corp. 
announced the lowest television 
and radio prices in its history 
in presenting its new fall line 
at the Chicago Furniture Mart. 
Dealer showings are now in 
progress in various parts of the 
country. Television prices range 
from $159.95 to $469.95. Radio 
prices range from $17.95, lowest 
priced radio ever built by the 
company, to $249.95. Television 
receivers emphasize the trend 
toward larger screen sizes. 


TV Production Down 


Television set production in 
May for the four work weeks 
through May 26 amounted to 
376,227 sets, compared to 420,- 
026 sets in April, reported the 
Radio-Television Manufacturers 
Association. The average weekly 
rate of TV set production in May 
was 10 pct under the April rate. 
Television set production for the 
first five months this year to- 
taled 2,024,183 units. 

May output of home radios 
by companies belonging to the 
association amounted to 693,592, 
compared with 646,352 in April. 
Production of automobile radios 
in May totaled 206,464, as 
against 234,354 in April. 


Wholesale Electrical 
Stocks Were Bigger 


Electrical goods sales by whole- 
salers in April were $407 mil- 
lion, a lag of 8 pct behind sales 
in March, but an increase of 4 
pet over the like period of 1949, 
the Dept. of Commerce reports. 

Inventories of the electrical 
wholesalers at the end of April, 
were about equal to 49 days’ 
stocks at current rates of sale. 
This compared with 42 days’ 
supply reported for March, and 
with 66 days’ supply for April, 
1949. 


Electric Range Outlook 


Based on manufacturer ship- 
ments of electric ranges in the 
first two quarters of 1950, it 
seems safe to predict that this 
year will be one of the best for 
the electric range business. In 
the first two months of this year 
the industry shipped a quarter 
of a million units, and the possi- 
bility of exceeding an estimated 
yearly volume of 1,300,000 is ex- 
tremely good. 

Before the war, peak range 
sales historically were recorded 
in the spring months followed by 
a gradually tapering sales curve 
during the balance of the year. 
Since the war, however, an up- 
ward bulge has appeared in the 
fall months indicating that this 
season ahead may become as im- 
portant to the retailer as the 
spring months. In other words, 
the electric range sales curve is 
now more closely approximating 
the gas range pattern than ever 
before. 

This trend is significant for 
the dealer because the fall 
months formerly made up a slack 
season so far as electric ranges 
were concerned. 

With the electric utility indus- 
try’s gigantic power expansion 
program well under way, reserves 
are approximately at a normal 
level, and electric companies are 
seeking means of broadening 
residential kilowatt hour con- 
sumption. 


Reo Has a Banner Month 


The Lawn Mower Division of 
Reo Motors, Inc., Lansing, Mich., 
which began only four years ago, 
announced that May was its big- 
gest month in its history when, 
for the second year in a row, it 
shipped over a million dollars 
worth of lawn mowers. 
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New Orders for Copper 
Highest Since War 


There were 133,365 tons of 
new refined copper in products 
shipped in May by brass mills, 
wire mills and foundries, the 
largest amount of the metal 
utilized by fabricators since 
January, 1947, when consump- 
tion totaled 139,318 tons. April 
shipments contained 124,032 
tons. May new business booked 
by fabricators called for use of 
154,295 tons of copper, as com- 
pared with 119,936 in April and 
represented the largest monthly 
new order total since the end 
of the war. Unfilled orders of 
fabricators at the end of May 
called for 217,329 tons of cop- 
per, as against 196,399 at the 
end of April. 

Demand in May was greatly 
in excess of copper available 
from producers and custom 
smelters. Consequently, fabri- 
cators were required to depend 
substantially on their own 
stocks, reducing their inven- 
tories 19,729 tons during May, 
leaving stocks at the end of the 
month at 338,504 tons, the low- 
est total since last November. 


Fuller Tool Co. Sets 
High Production Rate 


The Fuller Tool Co., Bronx, 
N. Y., announces that its sales 
for the first four months of the 
year were 49.5 pct higher than 
in the like period of 1949. 

During the month of March 
alone this small company shipped 
813,612 screw drivers which, it 
claims, exceeds the highest pro- 
duction of screw drivers by any 
other company. 


Farmers’ Income Drops 
9°%/, for First 6 Months 


A drop of $10.6 billion, or 9 
pet in the amount farmers will 
receive from crop and livestock 
marketings for the first six 
months of this year, compared 
with a year ago, was seen by 
the Agriculture Department. 
The department gave two rea- 
sons for the drop in cash re- 
ceipts from marketings: Farm 
prices average about 6 pct under 
a year ago and there is a some- 
what lower volume of market- 
ings. 


(Resume reading on page 15) | 
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A Complete Line of 


PACKAGED WEATHER STRIP 
to help you Build Bigger Volume! 


BE READY FOR FAST FALL TURNOVER 
with these 


NATIONAL GUARD 


WEATHER STRIP 
DOOR SETS 


Designed for Display—Easy to Sell— 
Simple to Install—Sure to Give Cus- 
tomer-Satisfaction! Each of these at- 
tractively packaged National Guard 
Door Sets includes all the materials 
your customers will need for a neat and 
complete Door Weather Strip installa- 
tion: 











* Lifetime Spring Bronze in suf- 
ficient quantity for installation on 
door framing. 


* Door Bottom §sturdily con- 
structed of Brass and Heavy Felt. 


* Bronze Lock Strip—and all 
necessary screws, nails and _ in- 
structions for applying the Door 
Set. 





< 
EAS Y-+TO-APPL 
Now is the time to stock ALL THREE POPULAR SIZES! 
No. 332 for 2'8” x 6'8” Doors 
No. 336 for 3’x7' Doors 
No. 342 for 3'6” x7’ Doors 
PACKED '2-DOZEN SETS OF ONE SIZE TO THE CARTON 
(Package does not exceed 48” in length.) 


Pasid OVER-THE-COUNTER SALES 


with these popular 


WINDOW Spring Bronze 
WEATHER STRIP SETS 


READY-PACKAGED, READY-TO-SELL! Each 
set includes all materials needed for weather 
strip application ry double hung wood win- 
dow:—6 pieces 1%” punched corrugated 
Spring Bronze, 1 piece 1%” Oval Bronze, 2 
sash plugs, necessary nails for application. 


EASY TO APPLY—WITHOUT REMOVING WINDOW SASH! 
4 SIZES: No. 128 for 28” x 28” window; No. 
132 for 32” x 32” window; No. 136 for 36” x 
36” window; No. 142 _ 42” x 42” window. 


COMPL ETE SELECTI 
BRASS AND ALU — M T RE SSHOL Ds 


ONTACT you R JOBBER 
Or Write Direct for Catalog and Details 


NATIONAL GUARD PRODUCTS, Inc. 


757 MADISON AVE. . MEMPHIS, TENN. 








SWEATING PIPES 


call for 


NoDRIP TAPE 













~ STOP DRIP 


caused from condensa- 
tion on cold water 
pipes. Turn idle space 
into play or work 
rooms. Keep store 
rooms dry. Wrap cork- 
filled NoDrip Tape 
around pipes and joints. Do 
if yourself. Clean and easy to 
apply. Roll covers about 10 
feet of '/2"" pipe. 
$1.69. Higher west of Rockies and 
Conada. Get at Hdwe. and Dept. 
Stores. J. W. MORTELL CO., 
Kankakee, Ill. 





















One of the Advertisements beginning 
in May in 
AMERICAN HOME 
BETTER HOMES & GARDENS 
GOOD HOUSEKEEPING 
SATURDAY EVENING POST 
HOUSE & GARDEN 
HOUSE BEAUTIFUL 
PARENTS’ MAGAZINE 
FLOWER GROWER 
POPULAR MECHANICS 
POPULAR SCIENCE 
MECHANIX ILLUSTRATED 


18,505,037 Circulation 


—all with highest percentage of home 
ownership 


A PROFITABLE SELLER 


No Drip Tape is known. It's in demand. 
Stock it! Sell it! Use the FREE DEALER 
AIDS: mats, displays, circulars 


List Price $169 


Higher west of Rockies and Canada 




































DEALERS’ 
PRICE 


333% 


discount 


$1352 


per dozen 





Packed 
12 rolls 
to carton 





ORDER THROUGH YOUR JOBBER 
Write for free circular 


J. W. MORTELL CO. 


568 Burch St., Kankakee, Ill. 















National Contract Hardware As- 


National 





American Hardware Manufactur- 
ers Assn., meeting jointly with 
the National Wholesale Hard- 
ware Assn., Oct. 8-12 at Atlantic 
City, N. J. Convention headquar- 
ters, Marlborough-Blenheim Ho- 
tel. Arthur L. Faubel is secre- 
tary-treasurer of the AHMA, 
342 Madison Ave., New York City 
17. Thomas A. Fernley, Jr., is 
executive secretary of the 
NWHA, 505 Arch St., Philadel- 
phia, Pa. 


California Gift Show, July 23-28, 
at the Alexandria and Biltmore 
Hotels, the Brack Shop, and the 
Merchandise Mart Bldg., Los 
Angeles. 


Cotter & Co., Fall Merchandise 
Show and Dealer Meeting, July 
31-Aug. 1, at company offices and 
warehouse, 365 E. Illinois St., 
Chicago 11, Ill. 


Dallas Lamp, Gift & Houseware 
Show, Sept. 3-8 at the Agricul- 
tural and Poultry Bldgs., State 
Fair Grounds, Dallas, Tex. 


Locksmith’s Convention and Trade 
Show, Oct. 14-15 at the Hotel 
Empire, 63rd St. and Broadway, 
New York Gity, Chairman is 
Herbert Ferber, Locksmith Con- 
vention Headquarters, 42 Murray 
St., New York City 7. 
















sociation and its affiliate, the 
American Society of Architec- 
tural Hardware Consultants, an- 
nual convention, Sept. 18-21, at 
the Kiel Auditorium, St. Louis, 
Mo. John R. Schoemer, manag- 
ing director, is located at 420 
Madison Ave., New York City 
17. W. E. Peterson, Shapleigh 
Hardware Co., is chairman of the 
General Convention Committee. 


Hardware Show, Oct. 
2-6 at Grand Central Palace, 
New York City. Sponsored by 
National Hardware Show, Inc., 
331 Madison Ave., New York 
City; Frank M. Yeager, director. 







COMING 


CONVENTIONS 


AND 
EVENTS 


National Retail Hardware Asso- 


ciation, annual congress, July 
17-20, at Olympic Hotel, Seattle, 
Wash. Rivers Peterson, 333 No. 
Pennsylvania St., Indianapolis 4, 
Ind., managing director. 


National Wholesale Hardware 


Assn., meeting jointly with the 
American Hardware Manufac- 
turers Assn., Oct. 8-12, at Atlan- 
tic City, N. J. Convention head- 
quarters, Marlborough-Blenheim 
Hotel. Thomas A. Fernley, Jr., 
is executive secretary of the 
NWHA, 505 Arch St., Philadel- 
phia, Pa. Arthur L. Faubel is sec- 
retary-treasurer of the AHMA, 
342 Madison Ave., New York 
City 17. 


Walter H. Allen Co., Inc., Dallas, 


Tex., and St. Louis, Mo., will 
hold its annual stockholders’ 
meeting and merchandise show, 
Aug. 28-29, at the Baker Hotel, 
Dallas, Tex. 


Western Housewares Show, Aug. 


27-30, at the Biltmore Hotel, Los 
Angeles. 





HARDWARE AGE, JULY 13, 1950 


Hardware Humor 


By Hardware Age 






WALLPAPER 










Butloar 


"We have all the colors, yes... 
but not in the same can." 
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© back saws 
© panel saws 
© pruning saws 
e block planes 


» GREAT NECK SAW MERS., iwc. « Mineola, N.Y. « 


ENGINEERED QUALITY TOOLS SINCE 1919—at popular prices 


© hand saws 

© mitre saws 
© wood chisels 
© fore planes 


: Dealer 


FOR ACTION SALES... 


0 
4 
6 


WAY 


e keybole saws 

© coping saw frames 
© screw drivers 

© jack planes 


Nationally Advertised Products 


© hack saw frames 

© coping saws 

© compass saws & nests 
© smooth planes 


SEE YOUR JOBBER IMMEDIATELY! 








“MOTO- MOWER’ 


nd year 
models 


include many 
exclusive features 


Mophead, drainer 
and handle clamp 


IN ONE 


attractive red and black 


CARTON 


Customer 


Convenience Satisfaction 


® Famed Minute Mop now comes with 
S all parts together ready to go on the 


handle. Packed the way customers like 
to buy it and efficient dealers like to sell 
it. A faster selling, eye catching pac’: 
age for the nation’s largest selling cellu- 
lose sponge mop! Call your jobber today. 


MINUTE MOP CO. 


Model No. 101, List price $1.95 


iS &€.23 rd.3?. 
CHICAGO 16 ILL. 





When You Know 
The Trade-Name— 


of a certain product and want to know “Who Makes It?” 
look in the General Directory Section of the "Who Makes [t?” 
Number of HARDWARE AGE for the trade-name. You'll find 
it listed alphabetically under the product heading of the item 
in question. Alongside the trade-name you will find the name 
of the manufacturer, also the address of the maker arranged 
alphabetically in the same list. Keep your “Who Makes It?" 
Number close at hand where it will serve your wants quickly. 


HARDWARE AGE 
100 East 42nd St. New York 17, N. Y. 


—— 











You'll see Big Name, National Prestige Lines 
from all over America...under one roof, 

at the same time. Compare and select 

your fall merchandise from leading brands. 
Buyers make valuable contacts with 

the manufacturers’ top executives and 
exchange new ideas, Plan your trip now 


Sunday through Wednesday 


AUGUST 27-30 
Lilo foie 











THE COMPLETE LINE for the TRADE 


100% AMERICAN UNDERWRITERS 
MADE APPROVED 


BUY FROM YOUR JOBBER AND 
ASK FOR "POLLY" 
Catalog and Prices on Request 


We Cater 
to the Wholesaler 


LEO POLLOCK CO. 


Mfrs. 


NEW YORK 13 








—_—_—_ 











*MARSHALLTOWN TROWELS * 


MARSHALLTOWN TROWEL COMPANY 


* MARSHALLTOWN, IOWA 
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assified Advertising Rates 














Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Allow Seven Words for Keyed Address 
or Your Address 








Set solid, maximum, 50 words....... $5.00 


Each additional word.......-. +10 
Positions Wanted 
( ee ae set solid, maximum, 
SO Words ....cccccccccccvccce eee a ” 








*BOXED DISPLAY RATES 
$8.00 Per Column Inch 











Cuts or special borders not allowed. 
*DISCOUNTS FOR BOXED DISPLAY ADS 
5% discount for 4 or more insertions 

No Agency Commission allowed on Classified 
Advertising. 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 





py of Merchandise, Literature, Catalogs, 
po oh ot unless accompanied by sufficient 
postage for remailing. 


HARDWARE AGE is published every other 
Thursday. 
previous to date of publication, 


Address your correspondence and replies to 


100 East 42nd St., New York 17, N. Y. 


will not be forwarded to box number 


Classified forms close 15 days 


HARDWARE AGE 


Classified Opportunities Dept. 



























Help Wanted [Sales Representatives Wanted | |[Sales Representatives Wanted] 











RETAIL SALESMEN 
ALL PHASES OF HARDWARE 
BUILDING PRODUCTS. _ Excellent 


AND 


oppor- 


tunity for aggressive men. 
pay, plus bonus arrangement. 
Hill-Behan Lumber Company, 
Illinois. 


Read- 
Elston 


Address Mr. 
ing, 5601 
Avenue, Chicago 30, 








WANTED—SALESMEN OR REPRESEN- 
TATIVES to sell a Popular Priced Line of 
Trowels, Putty Knives and Scrapers for the manu- 
facturer. Details as to territory covered and 
references, etc. Commission. Address The Jay 
Manufacturing Co., 38 Franklin Street, New 
Haven 11, Conn. 





SALESMEN WANTED BY OLD ESTAB- 
LISHED MANUFACTURER OF ALUMI- 
NUM COOKING UTENSILS. Territory open 
in Virginia, North Carolina, South Carolina, East- 
ern Kentucky and Tennessee. Straight commission 
basis, Liberal commissions paid each week on 
previous week’s shipments. Line sold direct to 
hardware and housefurnishings trade. No jobbers 
or wholesalers sold. Salesmen have exclusive sale 
of line in territory assigned and can sell another 
non-conflicting line. Unusual proposition for right 
men. State fully experience, age and what lines 
you now sell. Will consider only experienced sales- 
men who know the retail hardware and house- 
furnishings trade. Address 


i jee Ace, 100 East 42nd St., New York 17, 
a 2 


SALESMEN AND AGENTS—TERRI 
TORIES OPEN—Calling on hardware, paint, 
plumbing supplies, or industrial plants. Presto 
the only waterless hand cleaner that can be wiped 
dry or rinsed off with water, instantly removes 
paint, grease, printers ink, etc. Liberal commis- 
sions. Repeat item. Address R. V. 
Co., 12805 20th Ave., College Point, N. 


EXPERIENCED IN | 


High rate of base | 








THIS LONG ESTABLISHED HIGHLY RATED 
COMPANY offers 25 factory lines to salesmen 
covering retail stores outside of the larger 
cities. Here are complete factory lines, and 
salesmen earn a good living handling them. It 
would take you years to assemble so varied an 
assortment of lines. Write Sales Manager, Box 
N-696, care of Hardware Age, 100 East 42nd 
St., New York 17, N. Y 








| WANTS SALESMAN with following in hard- 


Box N-908, care of | 


Quartullo 
a. | 











SALESMAN WANTED CALLING ON 

HARDWARE TRADE TO HANDLE SIDE- 
LINE of Plumbing and Heating Supplies and 
Specialties. Commission. Address Box N-871, 
care of Harpwarg Acz, 100 East 42nd St., New | 
York 17, N. Y. 








PLUMBING SPECIALTIES-SALESMAN | 
WITH FOLLOWING for established New York 
Firm. Sell to Hardware Stores and Plumbing 
Contractors. Choice (protected) Territories Open. 
Commission. Replies confidential. Address Box 
N-873, care of Harpware Ace, 100 East 42nd | 
St., New York 17, N. Y | 


| 
—— | 
| 





SPORTING GOODS MANUFACTURER | 


ware, sporting goods, and toy dealers, to sell 
footballs, helmets, basketballs, boxing gloves, base- 
ball gloves and ‘allied lines. Commission 714%. 
Address Box N-925, care of HARDWARE AGE, 
100 East 42nd St., New York 17, N. Y. 





CALLING ON 
JOBBING HARD- 
of Alabama and 
Tools. Must have 
You will be dealing 
Address Box 
42nd | 


WANTED SALESMAN 
BOTH RETAIL AND 
WARE TRADE in _ States 


Mississippi. Commission basis. 


established list of customers. 
with an 
N-887, care of HArpware AGE, 
St.. New York 17, N. Y 





established manufacturer. 
100 East 


| 
AGE, 





OLD ESTABLISHED MANUFACTURER, 
TOOLS, REQUIRES COMMISSION SALES. 
MAN with established clientele among retail 
hardware stores and jobbers in the Pittsburgh 
area. Address Box N-886, care of HARDWARE 
100 East 42nd St., New York 17, N. 










COMMISSION MEN AND SALES OR- 
GANIZATIONS to sell Popular Priced Line of 


Surface, recess, lighted, etc. 
Address Box N-915, care 
New York 


Medicine Cabinets. 
Send for illustrations. 
of Harpware Acgz, 100 East 42nd St., 
i ie 





COMMISSION SALESMAN WITH ESTAB 
LISHED AND ACTIVE CLIENTELE among 
Retail Hardware Stores and Jobbers throughout 
the Western half of Tennessee, including Nasb- 
ville and Arkansas, wanted by reputable tool 
manufacturer. Address Box N-888, care of Harp- 
ge AcE, 100 East 42nd St., New York 1/7, 
m. > 





INDIVIDUAL COMMISSION SALESMEN 
TO SELL A HIGH QUALITY PINKING 
SHEAR in conjunction with Salesmen’s Related 
Lines. Salesmen must have following among 
Department Stores, Hardware and Cutlery 
Stores, Sewing Machine and Dressmaking Sup 
ply Stores. Long Island, Brooklyn, New Jersey, 
Connecticut, Pennsylvania, New York (except 
Manhattan). State age, lines carried and refer 
treated. Ad- 


ences. Information confidentially 
dress Box N-919, care of Harpware AGE, 10 
East 42nd St., New York 17, N. Y. 















SALESMEN WANTED 


ONE OF THE LEADING MANUFACTURERS’ DIRECT 
SALES REPRESENTATIVE LOCATED IN NEW YORK 
CITY HAS OPENINGS FOR EXPERIENCED SALESMEN 
HAVING SUBSTANTIAL SALES RECORDS & GOOD REPU- 
TATION IN THE FOLLOWING AREAS: 

2 GREATER NEW YORK 

1 BOSTON AREA 

1 CONNECTICUT PLUS PART NEW YORK 

1 NEW YORK STATE 

1 NEW JERSEY 

1 WESTERN PENNSYLVANIA 

1 MARYLAND, WASHINGTON, D. C., & DELAWARE 
BASIS OF EMPLOYMENT WILL BE FULL TIME ON 
STRAIGHT COMMISSIONS WITH DRAW IF DESIRED 
AGAINST SHIPPED ORDERS. INCENTIVE PROGRAM IN- 
CLUDES PROFIT SHARING PLUS A PLAN LEADING TO 
STOCK OWNERSHIP WITHOUT INVESTMENT — PLUS 
COMPANY PAID LIFE INSURANCE. } 


ADDRESS BOX N-918, CARE OF HARDWARE AGE, 
100 EAST 42ND ST., NEW YORK 17, N. Y. 








EXPERIENCED COMMISSION 
SALESMEN 


NOW CALLING ON RETAIL HARDWARE, SEED 
AND DEPARTMENT STORES TO SELL GARDEN 
SPECIALTY. WRITE— 
M. F. ENGINEERING COMPANY 
13830 SO. WESTERN AVE. 











BLUE ISLAND, ILLINOIS —WWWJ 











SALESMEN WANTED 


With following among Retail Hardware, Variety and 
Department Stores. ll low priced, sensational 
new-type patented mail-box for home owners. Non- 
Competitive, sells on sight. Phenomenal sales if 
Mid-West forces us to expand manufacturing facili- 
ties to cover entire national market. High commis- 
sions with unlimited future. In reply give full details, 


territory covered and — lines handled. 
Address Box N-923, 








are of pane ane AGE 
New York 17, N. 


100 East 42nd st. 
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MAKE REAL MONEY SELLING ALL- 
METAL INTERLOCKING WEATHERSTRIP, 
Wire Sweater Blocker and Caulking Compounds 
to trade. Liberal commissions to good man. For 
details write E-Z-ON, 1009 Harvard Terrace, 
Evanston 44, Illinois. 


MANUFACTURER WITH FAST SELLING 
NATLONALLY ADVERTISED LINE of Prod- 
ucts needs Representatives contacting Hardware 
Houseware Jobbers, Department and 
Stores. Major volume line. Reply Box 
care of Harpware AGe, 100 East 42nd St., 
York 17, N. 


N-916, 


MANUFACTURERS REPRESENTATIVES 
WANTED who call on Mill and Factory Supply 
Houses to select them as dealers to sell Patented 
Abrasive Belt Splicing Machines and Humidifiers. 
On commission basis. New and good selling 
product in established territories. Most States 
open. Write Econaway Manufacturing Company, 
Bellevue, Michigan. 





MANUFACTURERS REPRESENTATIVE, 
CALLING ON RETAIL BUILDING MaA- 
TERIAL TRADE in State of Kentucky exclu- 
sively. Knowledge of Builders Hardware es 
sential, to sell Long Line of Locksets and Allied 
Builders Hardware on straight commission basis. 
In reply give full details to Box N-914, care of 
HarpWareE AGE, 100 East 42nd St., New York 
iW, a. 2 





NATIONALLY KNOWN GARDEN TOOL 
MANUFACTURER wants Representatives for 
America’s fastest-growing line. Exclusive terri- 
tories in ell or part of Western 
West Virginia, Kentucky. Long established ac 
counts and full, liberal commissions permit un 
usual earnings. Write full details: age, present 
lines, territory, experience. All replies confiden 
tial. Address Box N-926, 


100 East 42nd St., New York 17, N. Y 








ESTABLISHED 
MANUFACTURERS AGENTS 
WANTED 
With following in Department Store and Hardware 
Trade. Fast selling non-competitive household item. 
Nationally advertised. Better than 60% consumer re- 
peat sales. Local advertising support. State territory 

desired, size of sales organization. etc. 
Address Box N-924 care of HARDWARE AGE 
en! OK) East 42nd St., New York 17, N. Y 








os 








SELLING POWER WANTED 


Manufacturer of Staple Item distributed through 
hardware, farm and automotive channels, needs 
Representatives in New England, Mid-Atlantic 
and South Atlantic States. Washington and 
Oregon territory also open. Sales show steady 
growth; will top % million this year. 
Address Box N- 906, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 








Chain | 


New | 


Pennsylvania, | 


care of HaArpWARE AGE, | 





MARKETING ORGANIZATIONS 
WANTED 


now calling on Retail Hardware Stores with 
allied lines to handle a New Patent Pending 
Electrical Dual Purpose Linoleum and Paint 
Remover. 


DOAN ENGINEERING CO. 


3023 East 55th St. Cleveland 4, Ohio 














SALES REPRESENTATIVES 


To sell Sterling Sliding Door Hardware and 
Casement Hardware to Builders’ Hardware 
Dealers and Lumber Yards. Liberal Com- 
missions, Exclusive Territory. 


STERLING HARDWARE MFG. CO. 
2345 W. Nelson St., Chicago 18, Illinois 














OLD ESTABLISHED TOOL 
MANUFACTURER WANTS NATION 
WISE SALES ORGANIZATION 


with broad contacts to handle exclusively, on a com- 
mission basis, a popular priced line of Bench Vises, 
Circular Saw Blades, Dado Heads, and Bench Grinders 


Write Box N-913, care of HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 








SALES REPRESENTATIVES 
WANTED 


In every State, to Sell the New (Money Saving) 89¢ 
Press on Flush Valve Seat and Rubber Tank Ball 
Combination, to Hardware Dealers. Renews the Old 
Flush Valve Seat at a fraction of replacement cost. 
WRITE 


BASEMENT FLOOD CONTROL EQUIPMENT COMPANY 
745 W. 77th ST. CHICAGO 20, ILLINOIS 














MANUFACTURER'S REPRESENTATIVES 
WANTED— 


Salesmen now calling on hardware stores, also variety, 
paint and general stores. We offer a good stable 
line of 15c, 35¢ and 69c paints and low priced gallon 
paints, on a commission basis. Write advising age. 
territory covered, how often you cover it and lines 
now carried. 
— Box N-930, care of HARDWARE gas 
100 East 42nd St., New York 17, WN. Y. 





Sales Representatives Wanted 
Revolutionary new WIRE-LESS mirror picture 
hanger sells on sight to hardware, variety, art, 
dept. steres. Already in use by leading mirrer 
mfrs. Adjustable on wall to 1/100”. Liberal 
commission. For information write— 


SCHRAGER & MCGUIRE 
FURNITURE MART, SAN FRANCISCO, CALIF. 




















WANTED — ESTABLISHED, AGGRESSIVE 
MANUFACTURERS REPRESENTATIVES TO COVER THE 
FOLLOWING TERRITORIES: 
1. Texas—Oklahoma—Arkansas 
2. Hlinois—Michigan—Indiana 
3. Missouri—K ansas—Nebraska—Ilowa, 
North & South Dakota—Minnesota 
For old and well-regarded Hardware Manufacturer 
Address Box N-907, care of eee at. AGE 








WANTED SALES REPRESENTATIVE 


Metropolitan New York manufacturer of Sanitary Sup 
plies and Chemicals offers exclusive territories to prop 
erly qualified salesmen. To contact jobbers, distributors 
and janitor supply wholesalers with a complete line of 
soaps, waxes (all types), detergents, insecticides, dis- 
infectants, cleaning compounds, polishes. Standard and 
private label specialties. Liberal commissions and ex 
clusive sectional territories. Replies confidential 
Address Box N-9I1, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y 











100 East 42nd Street, New York 17, 





WANTED, SIDELINE SALES 
TATIVE now calling on Hardware 
Supply Jobbers. Old established quality line of 
Sewer, Drain and Closet Augers. Choice terri- 
tories open. Protected territories. 
Basis. Reply to: Flexicoil 
3701 Lorain Ave., Cleveland 13, 


REPRESEN 
and Plumbing 


Ohio. 








Commission | 
Manufacturing Co., 





SALES REPRESENTATIVES 
WANTED 


to sell revolutionary, new paint appli- 
cator to hardware jobbers, paint jobbers 
and chains. Volume seller retailing at 
25¢. Does the work of a high priced 
paint brush. Send details of lines han- 
dled, types of outlets served and terri- 
tory now covered to 


Sales Manager 


PARFAIT, INC. 


1500 N. Ogden Avenue Chicago 10, Ill. 








— WANTED — 
NATIONAL DISTRIBUTOR 


Unusual Opportunity for Large 
Reputable Marketing Organization 


One of the Nation's leading service organizations, 
dealing with wood-boring insect control and wood 
preservation, not in position to adequately promote 
and market its two job-tested chemical compounds, 
seeks aggressive sales organization for domestic and 
foreign distribution. No job-tested products com- 
parable on the market today. Products registered 
and approved by the U. S. Department of Ayricul- 
ture, Protection and Marketing Administration, 
and with the U. S. Patent Office. All preliminary 
work including unusually attractive, lithographed 
containers, scientific research and comprehensive 
announcements to hardware, lumber and building 
surply dealers has been completed. Products offer 
unlimited possibilities for aggressive organization 
to sell millions of gallons annually. To receive con- 
sideration, please set forth in detail size of or- 
ganization, territories covered, products handled 
and such other pertinent information as _ will 
enable us to give you further facts. All replies 
Strictly confidential. 


Address Box N-910, care of HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 
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[Accounts Wanted 


| [Accounts Wanted 


| | Bariness Opportunities | 





POSITION WANTED. 
SALESMAN—with twenty-five years experience 
Has large following would like position with 
established jobber or manufacturer in Upper New 


HARDWARE 


York State. Can furnish the best of references. 
Address Box N-922, care of Harpware AGE, 100 
East 42nd St., New York 17, Y 





MANUFACTURERS SALES AGENTS 
CALLING ON Wholesale Hardware Houses, 
Hardware and Mill Supply Companies and 
Large Indus trial Plants in the City otf New York 
and the State of New Jersey desires to represent 
firms in the following lines: All types of Abra 
sives, Solder, Stencil Ink, Steel Wool, Chamois, 
Lubricants, Grease, Packing, and Saws & Blades. 


Address Box N-927, 
East 42nd St., New 


care of HARDWARE AGE, 100 


Yorks i7, JB. 


MANUFACTURERS 
ESTABLISHED AND 


REPRESENTATIVE, 
WELL KNOWN in 


Eastern Pennsylvania, Southern New Jersey, 
Delaware, Maryland, and District of Columbia; 
seeks Hand or Small Tool Lines. Three men 
calling on Hardware dealers and jobbers of all 
types. Best references. Address Box N-863, 
care of Harpw ARE AGE, 100 East 42nd St., New 


York i; 


SMALL HARD HITTING SALES OR 
GANIZATION WANTS NATIONALLY AD 
VERTISED POWER WOOD WORKING 
TOOL LINE. Will give it the drive and the 
push necessary. Central and Northern New York 
State coverage City retail showrooms. Address 
Box N-912, care of Harpware Ace, 100 East 42nd 
St., New York 17, N. Y. 





MANUFACTURERS 
RESIGNING SHORTLY 
AGER of well known manufacturer, wants One 
Additional Line, preferably promotional. Traveling 
New York State excluding Metropolitan New 
York. Contacting Hardware and Housewares Job 
bers and Semi-Jobbers, Department Stores. Well 
known to buyers. Top-flight, pre-war type sales 
manship. Address Box N-909, care of HARDWARE 
AGE, 100 East 42nd St., New York 17,  - 


REPRESENTATIVE, 
AS SALES MAN 





HARDWARE AND HOUSEWARES 
MANUFACTURERS 
Do you want Representation in New York City and 
Metropolitan Area? Experienced — conscientious— 
able. All communications confidential. Finest ref- 
erences. Address— 


ee OPPENHEIMER COMPANY 
Manufacturers Representative 
242 East 87th Street, New York 28, N. Y. 




















| my 





NATIONAL DISTRIBUTORS 

Established—Reliable Aggressive 

ANCO CORPORATION Pittsburgh 22, Pa. 

Branch Offices 
New York @ Philadelphia @ Detroit 

Cleveland @ Louisville 

Covering all classes of jobbers. We will carry 
the accounts or you can bill direct. 

Write for further information and references. 














ATTENTION MANUFACTURERS!!! 


YEARS OF EXPERIENCE SELLING 
CHAINS AND WHOLESALERS, IF IT’S 
VOLUME YOU WANT, CONTACT 


ALLEN SALES COMPANY 
366 BROADWAY NEW YORK 13, N. Y. 














| Positions Wanted 















SEVEN YEARS RURAL RETAIL HARD- 
WARE MANAGEMENT. Age 47. College 
graduate. Varied business and teaching  back- 
ground Home owner. Seek connection retail, 
who'esale or manufacturer, preferably on the 
rood in Northern New York. Address Box 
N-917, care of HarpwWare Ace, 100 East 42nd 
St., New York 17, N. Y 


AVAILABLE -——- RETAIL MANAGER DE 
SIRES TO AFFIL — with Large Retail 
Hardware Company. 21 “ars successful expe 
rience in pe mz maneeeaat and sales promotion 
Age $3, ‘lege graduate, married. Excellent 
trade, onsaane’ and financial references. Complete 
resume of qualifications on request. Address Box 
N-921, care of Harpware Ace, 100 East 42nd 
St., New York 17, N. Yi 

OVER TWENTY-FIVE YEARS’ EXPERI 
ENCE, in all phases, of The Hardware Line, 


Janitor Sup 
Have had 


Mill Supplies, Builder’s Hardware, 
plies, Paint and General Hardware. 
own store and managed these depart 
ments in Chain and Department Stores. Address 
Box N-928, care of Harpware AGE, 100 East 42nd 


St,. New York 17, 


also 





a ba Pl oT NI] 

MANU FACTURERS 

ous oA igag thee VOLUME AND NAME 

Es ANTED FOR DISTRIBUTION 

AST. ome and 5,000 sq. ft. warehouse with 3-car 

near Bridgeport, Conn. Guaranteed over- 

deliveries in territory from Boston to 

Philadelphia. 28 years’ experience as distributing 
agency for top manufacturers. Bank erences. 


Address Box N-874, care of HARDWARE Gee 
100 East 42nd Street, New York 17, 

















BUY ESTABLISHED 
HARDWARE AND BUILDING MATERIAL 
BUSINESS. Good town in Arkansas on major 
U. S. Highway. Healthful climate. Easy driving 
distance Ft. Smith and Hot Springs. Large trade 
territory. Doing good business. Legitimate rea- 
son for selling. Investigate. Address Box N-931, 
care of Harpware Ace, 100 East 42nd St., New 
York 17, 


OPPORTUNITY TO 





| Room 


HARDWARE AND FARM 

Northern Indiana, 
munity, in small town. 
Gross sales over $250,000 
$60,000 includes real estate, fixtures, truck, equip- 
ment and franchises, plus approximately $60,000 
stock at cost. Address Midwest Business Brokers, 
216, Standard Building, Fort Wayne 2, 
Indiana. 


IMPLEMENTS 
in prosperous farming com- 
No near competition 

annually. *rice of 







FOR SALE--VERMONT HARDWARE DE. 


PARTMENT STORE, established over 80 years 
Located in best agricultural section of Vermont. 
| One of the best set up stores, including real 
estate, in New England. $100,000.00 Cash re- 





| for 20 years. 


application 
AGE, 100 


Full details upon 
care of HARDWARE 


York 17, 


quired to handle. 
Address Box N-929, 
East 42nd St., New 





FOR SALE:—HARDWARE AND PAINT 
STORE in Thriving Texas Gulf Coast Area. 
Less than 60 miles Houston near oil refineries, 
magnesium plants, fishing industries. Good busi- 
ness, possibilities limitless. Nationally advertised 
franchises. Only store in town dealing in hard 
ware exclusively. A Good Buy. Rent reason- 
able. Address Box N-920, care of HARDWARE 
AcE, 100 East 42nd St., New York 17, N. Y. 












FOR SALE: HARDWARE AND APPLI 
ANCE STORE at inventory wholesale cost, good 
clean stock, approximately $20,000.00, new mod 
ern Heller Fixtures $5,000.00. Leading lines of 
electric and gas appliances, good lease on build 
ing, in business district and located. in growing 
Southwestern New Mexico town and trade area 
of about 8,000 population, under same ownership 


Owner has other interest. Address 


Getzwiller’s Hardware, Deming, New Mexico. 














IN 





FOR SALE--HARDWARE BUSINESS 


CENTRAL PENNSYLVANIA, established about 
48 years and doing around $100,000 per year. 
Town about fifteen thousand population and cen 
trally located in large farm area. Store 39 x 150 
ft. with warehouse and garage, can be bought 
or rented. Reason for selling wish to dissolve 
partnership. Write Box N-891, care of HARDWARE 


Ace, 100 East 42nd St., New York 17, N. Y 





WILL BUY 


FOR CASH ONLY 


CLOSE OUTS, TOOLS, 
ASST. HARDWARE, 
MILL SUPPLIES. 
ANY QUANTITIES 
WHAT HAVE YOU? 
Address 


J.J. KORN 


57 MURRAY STREET 
NEW YORK, N. Y. 
Tel. WO. 2-0544 
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IN DISTINCTIVE HARDWARE 


ALL FROM J] SOURCE 


NATIONAL i 2. ¢ 


CABINET HARDWARE e FURNITURE TRIM 
BUILDERS HARDWARE e CABINET LOCKS 
SCREWS AND BOLTS e SASH HARDWARE 


CcCOMPAN Y 








ee le . 
Auger bits | Midway Auger Bits 
for every \ “preferred by all 

purpose uhoe want the Gest!” 


Standard auger bits 
Auger bits for 17 sizes (%jg" to 245”) 


clecuic Ail!) PS SSS 
13 sizes (*A6” to 1%e") 
Tnidway Sales Office: 
THE MIDWAY TOOL*CO., INC. 
——$_$____$_—$—_——————— 








The Arcade, Cleveland, Ohio 


When YouAre Looking 
For a Certain Product 








and only the trade-name is known— 
look in the General Directory Section 
of the “WHO MAKES IT?” Number 
of HARDWARE AGE for that par- 
ticular trade-name. You will find it 
listed alphabetically under the prod- 
uct heading of the item in questiun. 


There alongside the trade name you 
will find the name of the manufac- 
turer who makes it. The address of 
the maker will also appear with *he 
firm name arranged alphabetically in 
the same list. 


Keep this Merchandise Directory 
Number where you can reach it 
quickly whenever you need help in 
buying hardware products. 


HARDWARE AGE 
100 E. 42nd Street, New York 17, N. Y. 











keep your customers 
and coming back for more! 


Booths 565 - 


National Housewares Show 
Atlantic City, New Jersey 
ond other nati land regi 


“MOTO-MOWER" 


nd year 
yee 
models 


include many 
exclusive features 


| housewares and gift shows. 











BRUSHES 


Touch-Up Bronzing 
Marking Varnishing 
Enameling Lacquering 


on cards 


ne VE, in 
- boxes 


ENAME 
-_ 


AML. GRUMBACHER 


464 WEST 34th STREET NEW YORK | WEW YORE 


Send for Descriptive Folder. 
Order from your Jobber 





POINT DRIVER 


There are no substitutes for quality 
stock and sell genuine RED DEVIL tools. 


Camplete Catalog Available 


RED DEVIL TOOLS. Irvington 11,N.J.,U.5.A. 


HARDWARE AGE, JULY 13, 1950 


GLAZIERS 
POINTS 








SLIDING DOOR HARDWARE 


When you sell Coburn Sliding Door Hardware you have the 








advantage of a complete line of hardware for straight-sliding, 

sliding-folding, around-the-corner and roundhouse doors. 
Inclosed track * brackets « hangers * handles ¢ guide rolls 
guides * stops © binders © chafe strips © bolts ¢ hinges 

For full information send for Catalog #200 





COBURN PRODUCTS DEPARTMENT 
WICKWIRE SPENCER STEEL DIVISION 
THE COLORADO FUEL AND IRON CORP 


s fice ° Fifth Avenue, Nev 
NG OFFICE * 56 STERLING ST., CLIb 
























The ILCO line is famous for 
its enduring satisfaction. 


INDEPENDENT LOCK CO. 


FITCHBURG @ MASSACHUSETTS 











When you call for 





you’re sure of getting 


pote 
cool, ls ! | 


r> DURO METAL PRODUCTS CO. 


2649 N. Kildare Ave., Chicago 39, ll. 


Also Makers of DURO Machine Tools 


“MOTO-MOWER™ 


39 nd year 
1 


9.5 fT 
models 
include many 
exclusive features. 
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| Barr & Co., W. M. 


Bassick Co., The ........... 66 H 
| Blade Mfg. Co. . 120 
| Hager & Sons Hinge Mfg. 
Boss Mfg. Co. ............ 2 — ea 
Hamilton Mfg. Corp. 4 
Heller Brothers Company 63 
e Heller & Co., W. C... 109 
Castelli Co., F. C. . 120 
Chevrolet Motor Div. 89 
Chicago Screw Co. ........ 106 1 
Chicago Spring Hinge Co... 109) independent Lock Co. 118 


| Colorado Fuel and Iron Corp. 118 
Columbia Steel Co. ........ 71} K 
Columbian Rope Co. ...... 22| 
Kay-Tite Company 121 
| Committee on Steel Pipe Re- 
search ................. 55|Kedman Co. 105 
Congress Drives Div., Tann Kromex Corp. . 117 
—. tae Kwikset Locks Inc. 26 












©00@ Index fo Advertisers e008 
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American Chain & Cable Co. 6| General Electric Co., Lamp 
American Steel & Wire Co.. 71 = ' 
Gilmer Co., L. H......... 99 
Anchor Wire Corp. ....... 120 
Globe Milker Co........... 7 
Artistic Wire Prod. Co., Inc. 85 -yialiescimeiltaaes . 
Graham Co., Inc., John H... 82 
a. a ae 64) 
| Great Neck Saw Mfrs., Inc. 113 









Geme Ge, SG. W....o5550< 82 

Griffin Mfg. Co............ 73 

2 Grumbacher Inc., M...... 
Ballonoff Metal Prod. Co... 84 
. 108 


































Cleveland Chain & Mfg. Co. 53 
Coburn Products Dept. .... 
i ee 


Independent Metal Strap Co. 78 
| Ives Co., H. B. 103 







Coleman Co., Inc., 





















D L 






Decto Products Co. Landers, Frary & Clark 16-17 


Diamond Calk Horseshoe Co. 85 Libbey-Owens-Ford Glass Co. 8! 


. 107 





Domes of Silence 


Duro Metal Prod. Co., Small 
Tool Div. 


Lincoln Schlueter Floor Mchy. 
Co. ooo Se 


118) Los Angeles Trade Fair, Inc. 113 


F M 





Farber Inc., J. C. 
Federated Metals Div. 
Franklin Glue Co.. 
Fulton Products Co. 


105 | Macklanburg-Duncan Co. . .24-25 
109 | Marquette Appliances, Inc. 69 





1 | Marshalltown Trowel Co..... 113 
104 | Master Rule Mfg. Co., Inc.. 122 
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McGill Metal Products Co... 104/ Rome Mfg. Co. Div........ 65 
Metal Textile Corp......... 79] Russell, Burdsall & Ward Bolt 
Metoloid Co. The ........ 73] een ree ™ 
Midway Tool Co., Inc., The.. 117} 

Miller, Inc., Robert E....... 107) 

Millers Falls Co. 67 biieis tek Ca.........: @ 
Minute Mop Co. - 13 | Schlage Lock Co.... ny FF 
Mortell Co., J. W. NZ) Schwartz Nie. Ge... inc... 1 
een Se. | Sharon Bolt & Screw Co..... 60 


107, 113, 117, 118, 119 
Motor Wheel Corp. 
Myers & Bro. Co., F. E..... I 


wl Shelby Spring Hinge Co.... 66 





Stevens Level Co., E.A...... 119 
| Sunset Line & Twine Co..... 83 
N | Syracuse Alloy Metals Corp. 58 
National Enamel. & Stpg. Co. 101 | 
National Guard Products, " 
Inc. . i wt T 
National Lock Co. | Tennessee Coal, Iron & Rail- 
National Mfg. Co. 102} road Co. .... 71 | 
North Bros. Mfg. Co....... 72 | 
| U 
° United States Steel Corp.. 71 
Okonite Co., Tape Div..... 103 





Olin Industries, Inc. .. 19-20 | 


Oster Mfg. Co., The........ 62 Vv 





Vichek Tool Co. 


Parker Mfg. Co. 


Pask Associates, Inc., 
ag, ree 105 Ww 


‘J Sheffield Bronze Paint Corp.. 107 





Van Cleef Bros., Inc. . 59 





Patent Novelty Co. ....... 107, Wall Mfg. Co., P........... 84 
Perfection Stove Co. 57| Warren Tool Corp. . +» 23 
. . | Waterloo Valve ites Com- 

Peters Cartridge Div. . §i meen 8 
P. i 

pee SeEeeene, Fas. a Western Tool & Stamping Co. 103 | 
Phoeni 

pete See ee Se... * Westwood Mfg. Co. 95, 105 


Wheeling Machine Prod. Co. 93 
Portable Electric Tools, Inc.. 102 | 


| Wickwire Spencer Steel Div. 118 
Porter Cable Machine Co... 61 Wilcox, Crittenden & Co... 119 
Prentiss Wabers Prod. Co... 75 


| 
mmeck Ga, tise. .85.65555 113 | 


Winchester Re onsen Arms 


Production Engineering Co.. 64) Co. ....... 19-20 | 
Wooster Brush Co. , 24 
| 
R 

Red Devil Tools ........... 117 Y 
Revere Copper & Brass Inc.. 77! Yale & Towne Mfg. Co..... 3 | 


|| HARDWARE DEALERS FROM 


COAST TO COAST 


depend upon the complete Wilcox- 
Crittenden line of heavy and shelf 
hardware. Drop forged shackles, 
wire rope sockets, connecting links, 
turnbuckles, thimbles, hooks, eye 
bolts and ring bolts are an integral 
part of every hardware dealer's 
stock in trade. They're all fully 
described in the W-C Hardware 
Catalog H”—sent free on request. | 


WILCOX-CRITTENDEN 
“A CENTURY OF DEPENDABILITY" 
77 SOUTH MAIN ST., MIDDLETOWN, CONN. 
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"MOTO- MOWER’ 


39 35,/2" 
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include 
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in 22,612,761 aos in 


1950 FARM PAPERS WE DIRECT DAIRY 
FARMERS TO YOU! IT PAYS TO DISPLAY 


Perfection FILTER DISCS 


AND SANIT-AIDS 



















SCHWARTZ MFG. CO., Two Rivers, Wisconsin 


AMERICA’S FOREMOST MANUFACTURER OF 
SANITARY MILK FILTERING AIDS FOR DAIRYMEN 













MORE POPULAR THAN EVER! 
Sells on Sight 






The popular Stevens pocket 
Level is now available in4 new 7 —m 

aan . of 6 
brilliant metallic colors—red, each 
blue, green and gold. Always a per 
fast moving item—but now 
amazing. Made of %” hex alu- 
minum tubing it is 54” long and 
has a sturdy pocket clip. 

For complete details see your 
distributor or write direct. 

There’s a Stevens for every 
Level need. 


8 wee STEANS LEE 














NEWTON FALLS, OHIO 














WIRE} 





The ANCHOR small packaged WIRE line is one you may be proud to 
handle. Not only is it beautifully packaged but the utmost in quality 
is used to assure complete consumer satisfaction. Steady repeat 
sales. ASK YOUR JOBBER ABOUT THESE FAST SELLING ITEMS. 


he WIRE CORPORATION 


one SARMAICGCA 84 
SAMAICA 3. i OA a YORK 


sstttt00¢, 
s Wing 


EDGEHILL CIRCULAR 
SAW BLADES MEAN, 


More Repeat Business 
More Profits 


because 
quality is higher 

price is lower 
Step up your sales volume on saw 
blades by stocking guaranteed qual- 
ity EDGEHILL BRAND. Edgehill prices 
have NOT advanced! 
Edgehill’s lower prices stimulate sales 
and turnover . . . give you a steady 
rate of profit. Edgehill’s high quality 
chrome nickel steel holds a sharp 
keen cutting edge longer . . . assures 
steady repeat business for you. 
Each Edgehill blade is scientifically 
balanced and tensioned, precision 
ground and polished, uniformly set 
and filed. Individually packaged for 
protection and sales appeal. 


Order from your 
TYPES BUSHINGS 
6, 7, 8 and 10 inch Ye" Sfy” and Sf.” Vy" 
Flat and Hollow Ground available at no extra charge 


7ée BLAUE 


MANUFACTURING 
909 W. 3RD AVE. 
COLUMBUS 12, OHIO 


jobber or write 
for full details 


Take Your First Step Now... For 


, BleGt 195 


195] 
SPACE HEATER PROFITS: 


WRITE TODAY 
FOR THE LATEST 


FREE HEATER CATALOG 


Retails profitably for only $12.95... it's 
the most efficient kerosene space heater 
made—and America's lowest priced unit. 


STOVE DIVISION, ERIE AVENUE & F STREET, PHILA. 32, PA 


—— ———— a pene enseeenesanese esas 








CONGRESS PULLEYS 


For 
HIGHER 
PROFITS 


FASTER 
TURNOVER 


GET THIS NEW DISPLAY 


Contains 50 individually boxed pulleys— 
in the popular fast-selling sizes and bores. 
You make higher profits and have faster 
turnover when using this handsome, new 
3-color Counter Assortment with visual in- 
ventory control. Write your jobber for new 
low prices and full information. Also get 
the Congress V-Belt Display Assortment. 


CATALOG ON REQUEST 


CONGRESS °:c:2:° DRIVES 


3750 E. OUTER DRIVE, DETROIT 34, MICH. 
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